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® 
OUTSHINES THEM ALL! 


These new blades are produced in ac- 
cordance with the traditions that have 
made STAR HACK SAW BLADES 
famous the world over. 

Every feature in the manufacture of 
these blades has been perfected and the 
most rigid and exhaustive tests have been 
conducted in order that these blades may 
stand superior to all others. 


Your jobber can supply you with these 
blades. 


sg lyse _ High Spe ed Ste N 
b : . 
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H. Channon Company sells only 
merchandise of National reputation 


like Greenfield Taps and Dies 


— what H. G. Elfborg, President of 

the H. Channon Company, leading 
Chicago mill supply house, has to say about 
concentrating on Greenfield small tools. 


*“The H. Channon Company as far back 
as 1920 advocated concentration of their 
purchases. They also recognized at 
that time the futility of marketing mer- 
chandise of their own private brand not 
nationally known .... 


“In making the connection with the : Greenfield stands ready a help you in- 
We sug- 


Greenfield Tap & Die Corporation, the 
H. Channon Company fully appreciated 
the high reputation of the Greenfield 
products. The enormous increase in its 
sale of taps and dies is beyond any an- 


*Original letter on file. 





crease your small tool business. 
gest you send for a free copy of the new 
Greenfield Catalog No. 29. 





brit 


a 


PRIVATE BRANDS 
HERE / 


ticipation which the H. Channon Com- 
pany may have had. This increase in 
sales is attributable directly to the high 
quality and accuracy of workmanship of 
the Greenfield products and also to the 
cooperation given by the Greenfield Tap 
& Die Corporation.” 


A mighty fine endorsement for Greenfield, 
we think you'll agree. Surely such testi- 
mony from one of the leaders in the busi- 
ness is worthy of careful consideration. 





GREENFIELD, 


New York: 15 Warren St. Chicago: 13 So. Clinton St. Detroit: 228 Congress St., W. 


Canadian Plant: 


Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario H.A., May 9, 1929 
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Ayet From this new Ames An, 


Display stand, your customers will he 
instinctively reach for an Ames Shovel. Once in his hand, > 


he will appreciate Ames balance and quality. The new Ames 





Display stand does its own selling. It will make your store 






known as the headquarters for Ames Shovels, that do more 





work with less effort. Your customers will “look for the 





stars” that identify the new outstanding Ames Line. 






Order this display stand from your jobber, 





or write to us giving his name, for the new 






Ames proposition « a a 











1929 ‘Seu 


AMES SHOVEL AND TOOL COMPANY 


NORTH EASTON «<> MASSACHUSETTS 
ST. LOUIS, MISSOURI - - - ANDERSON, INDIANA 
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An Advanced Series by the : Originators of the Hinged Vise 





ARMSTRONG 
HINGED PIPE VISES 


T LAST! All of the worthy features of hinged pipe vises competently built into one vise. 

A That's the new Armstrong. All the original patented features that made the Armstrong 
Hinged Pipe Vise the favorite since it was invented over fifty years ago, plus refinements and 
improvements make this new series the most advanced pipe vise to be had. 
Added weight and strength have been given where needed most. All useless weight has been re- 
moved. The jaws cannot be beat. The metals used in the manufacture are the finest to be had. 
The new features are really commendable. Yet these new Armstrong Hinged Pipe Vises cost no 
more than ordinary pipe vises. 


The Armstrong Hinged Vises are made 

in three styles: 

The Kit (Clamp Type) Vise—A really useful 
vise which should be a quick seller. Made 


VA 


in three sizes for pipe up to 2'4 inches. 


The STANDard Linc—For work on bench or 
stand. Made in five sizes for pipe up to 
4% inches. 


The Heavy Duty Line—Made in four sizes for 
pipe up to six inches. 


Every Genuine Armstrong Hinged Pipe 
Vise is rigidly guaranteed. 


The ARMSTRONG MFG. CO. 
of BRIDGEPORT, Conn. 


Send This FOUNDED 1869 
Coupon 











The ARMSTRONG MFG. CO. 
295 Knowlton St., Bridgeport, Conn. | 


a us, without obligation, complete facts about the new, series Genuine Hinged Pipe Vise. Send us Free Sales Helps in- 
ormation. 


Re See Pee 7) eee  - ee reee ME Aas o sek: Stie MEV REE cn BPRC ADEE Hee tnd ke ak oh oe eae bs | 
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ARE YOU GETTING YOUR SHARE 
OF THE SAW FILE BUSINESS? 


YOU can sell more 
saw files—at better 
prices —if you dis- 
play DISSTON Saw 
Files on your coun- 
ter. 


Every saw user 
knows Disston is the 
greatest of saw mak- 
ers, and realizes that 
a saw file made by 
Disston is sure to be 
right. 


Many users of the 
Disston Saw File 
Display Unit report 
that their sales have 
increased greatly 
since they began dis- 
playing the new and 
better saw files made 
by Disston, which 
simplify saw filing 
and do a better job. 





This is the Disston Saw File Display 


Unit and Stock 
Case, which 
you get 

FREE 






See how neatly 
you keep your 

stock in the back of 
the Disston Saw File Unit. 













The Disston Saw File Display 
Case (illustrated) is free to you 
with your first order for only six 
dozen Disston Special Extra-Slim 
Blunt Saw Files. 

The display case is all metal, 
lithographed in orange and black. 
It takes up only 11x 4% inches 
of counter space and makes that 
space most profitable. 

These files are not taper files, 
but have parallel sides — special 
cut, plenty of bite, cut smoothly, 
and last. Extra slim, so user can 
see the file cutting. Blunt, for a 
level, uniform stroke. They do 
better work, easier. 

You keep your stock of these 
new saw files in the back of the 
case, handy for quick selling: 14 
dozen 5-inch; 2 doz. 5%4-inch; 3 
doz. 6-inch, and 14 doz. 7-inch are 
all you need to carry for a quick 
turnover. 

Ask your jobber for Disston 
File Display Unit, or write us for 
full information. 

‘ Henry Disston & Sons, Inc., 

‘ Dept. 1, Philadelphia, U. S. A. 
: Please send me, without obliga- : 
‘ tion, information on your new file : 
‘ unit containing six dozen assorted ' 
files and free display stand and: 
stock container. ' 














NEW FEATURES IN 
DISSTON HAND SAWS 
BRING MORE SALES 


The new Disston Hand Saws 
are the most beautiful ever made. 
The Disston reputation — and 
these new, exclusive features—are 
making them sell fast. 


Lighter Blades 


Disston skill and ex- 
perience have produced 
a thinner blade, for 
easier, faster cutting. 
Disston true - taper 
grinding removes un- 
necessary weight, with- 
out making saw lim- 
ber. 





Narrower Blades 


Save the user's 
Strength at every 
stroke. Cut faster, run 
smoother, ‘“‘feel’’ bet- 
ter. Narrower, thin- 
ner, lighter, to meet 
present-day needs. 


True-Taper Grind 


Improved to give 
better clearance, bal- 
ance, easier cutting. 
Graduates uniformly 
from edge to back and 
from handle to point. 
Tooth edge is of even 
thickness from end to 
end. 


Thin, Yet Stiff 


The thinner a blade 
is, if it is stiff, the 
easier it cuts. Every 
new Disston Saw is 
thin, yet stiff, with 
correct temper to make 
it keen and true-taper 
to make it run easy. 


New Handles 


All with covered 
tops, which add 
strength and beauty. 
Larger hand - holes. 
Every handle has new 
Disston weather-proof 
finish, more beautiful, 
most durable. 


New Handle Tag 


Saves taking saws 
from display to learn 
number, length, point, 
style or price., Tag 
contains data for con- 
sumer, to_ increase 
your sales, 





Published by HENRY DISSTON & SONS, INC., Makers of ‘The Saw Most Carpenters Use,”” PHILADELPHIA, U.S. A. Canadian Factory, Toronto 
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Don’t sell price 
~.. Sell Service 


The hardware dealer, and only the hardware dealer, 
has the experience and facilities so essential to the 
intelligent fulfilment of the customer’s hardware needs. 

Don’t attempt to meet price cutting by price cutting 
.-. those who slash prices can only do so by sacrific- 
ing profits and quality, and neglecting service. And 
the customer soon realizes that he is not getting his 
money’s worth by buying at just cheap prices. .. he 
discovers that only from the hardware dealer can he get 
complete satisfaction . .. that only the hardware dealer 
offers a full range of quality merchandise . .. and that 
only the hardware dealer is capable of, and interested 
in making sure the customer is buying the right hard- 
ware for the right purpose. 

And therein lies the hardware dealer’s profit... 
in applying his specialized knowledge... in selling 
the customer what he really needs . . . Capitalize your 
Experience ! 

The Yale & Towne Mfg. Co. has made quality locks 
and hardware for more than sixty years. Theirline is 
so diversified and so well known that dealers find it pays 

to concentrate on Yale. People everywhere 


By know that YALE means the best in hardware. 
Ys 4 Yale Locks and Hardware Are Sold by Hardware Dealers 
VA “The Name YALE Helps 


Make The Sale ” 


Y 
~YALF-THE YALE & TOWNE MFG. CO. 
Ly STAMFORD, CONN., U. S. A. 


YALE MARKED IS YALE MADE 





PADLOCKS, AUXILIARY RIM LOCKS, BUILDERS’ LOCKS AND TRIM, CABINET LOCKS, 
TRUNK LOCKS, DOOR CLOSERS, BANK LOCKS. PRISON LOCKS 
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dealers have 


discovered 


one dealer’s words, “you'd be sur- 
ee to see how many women come 
in for either the Betty Bright Self- 
wringing Mop or the Reversible Dust 
Mop, and buy both. The one seems to 
sell the other.” 


That has been discovered all over 
the country. Last Christmas, in fact, 
scores of dealers went so far as to offer 
the two together in special 
gift packages. And they sold 
like hot cakes. 


Glance at the pictures of 
these two remarkable mops. 
You'll see why they both 
appeal so much to women. 
Why already millions of 
women own Betty Bright 
Mops. 


And there are millions of 
other housewives who now 
want to buy these mops be- 
cause they have read about 
them in Betty Bright ad- 

A dust mop that can be turned over with- vertisements in all the 


out special adjustment!—that a woman i : e 
needs to shake out only half as often. It’s leading a 
the Betty Bright Reversible that is proving zines. 

such a hit everywhere. The free swinging 

head, the scientifically determined point of If you aren’t yet hand- 


ONE seems to 





and the Reversible, and Betty Bright 
Polish, too, mail the coupon below 
for our profit proposal and a near-by 
jobber’s name. If you can use the 
Betty Bright Copy and Cut Service, 
indicate on coupon and we will send 
it free. Tear out coupon now. 







Different from all the “self 
wringing’ mops you've seen 
before, the Betty Bright is 
wrung by a few easy turns of 
the handle grip. It’s amaz- 
ingly simple. A firm square 
nose for cleaning close along 
the baseboard without splash- 
ing, a special, highly absorb- 
ent cloth are other exclusive 
Betty Bright advantages. Re- 
tails for only $1. This is the 
“two-million mop*—that 
many have already been sold! 





pressure, the narrow nose which gets down 


into the corners are special Betty Bright ling Betty Brights, both 


eatures. At $1.50, this dust mop will sell ; ; 
ad sll fast for you j the Self-wringing Mop 


BETTY BRIGHT 





MoPSs 


i 
bd 
bs 





Parker-Regan Corp’n Dept.59-M,524 Superior Ave., 
N. E., Cleveland, O., 593 Market St., San Francisco. 


C Please furnish Betty Bright Profit proposal and 
nearby jobber’s name. 

CD Please send free Betty Bright Copy and Cut Service. 

Name . 


Address .... .. a Suse uote 
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Sufi 


<< Saf OY) OUP 


Saftematic—the gasoline stove sensation of the year! 
Never before a stove like this! Never before such 
wonderful features! Never before such an outstanding 


sales opportunity for dealers! 















ESCO alone offers the Safte- 
matic gasoline stove — the 
stove that cannot be flooded under 
any circumstances — the stove that 
automatically shuts off the fuel sup- 
ply if the generator flame is acci- 
dentally extinguished — the stove 
that lights instantly. 


Sold only through Authorized Deal- 
ers — one dealer to a community. 
Your territory may still be open. 
Wire or write for details. 


) NATIONAL ENAMELING & 
\ STAMPING COMPANY, INC. 


13 Twelfth Street Milwaukee, Wis. 









%e es 
} “The stove with a brain” 


NES 
Sofie 





Factories and Branches: Milwaukee, New York, 
Baltimore, Granite City, IIl., Chicago, New Orleans, 
Laurel Hill, L. I., Philadelphia. 


matic 
cree" GASOLINE 
STOVES & RANGES 
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YOU 
can prove 
the 


Selling Value 
of this Seal 





THIS GUARANTY 
PROTECTS You 





Sap of merchants [[—— 
have told us that the Seal | 


of Approval of Good Housekeep- 
ing Institute is one of the strongest 
arguments to clinch sales that they 


have. The reason can be given in 


Ask her 





| 
THIS GUARANTY | 
PROTECTS You | 
| 






Hou 
waremry You have 





ov merchandise advertised in 


. s fe 
one word: Confidence. GOOD HOUSEKEEPING 


You can easily prove the selling 
value of the Seal of Approval. 
Simply learn what items you carrv 


which are tested and approved. 





| Then remember to tell customers: 
“This is tested and approved by 


Good Housekeepin g Institute.” You 

















will soon see what the Seal 





The buying public knows, from 


FREE —Send for this win- 
dow poster in two colors 


can do. 


and advertise your store as 


nearly 25 years experience, that 
this Seal on a household device or 
appliance is positive assurance of 
serviceability. It tells them as nothing else 
does, that~when they buy they are sure of their 
money’s worth. Only products which have 
passed the exacting tests of Good Housekeep- 
ing Institute are granted this Seal. Fully 30% of 


the products undergoing these tests fail to pass. 


GOOD HOUSEKEEPING 


Everywoman’s Magazine 


57TH STREET AT EIGHTH AVENUE 


NEW YORK CITY 


“quality headquarters” —the 

lace where guaranteed sat- 
isfaction is sold. Sent free— 
return the coupon. 


You, can profit still more from the 
confidence which people have in 


Good Housekeeping if you will use the win- 
dow poster illustrated here. Thousands of re- 
tailers have used them to tell people they 
deal in guaranteed satisfaction. These posters, 
in two colors, are sent free. Just fill in 


and return the coupon below. 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at 8th Avenue, New York City HAS 


Please send complete list of Tested and Approved 
Devices and free window cards. 


Name of Store Boia ti AOA tis 
ON Sees ced as, ce eee eer cy ener od ate an 
oe a | ree 


Specify number of windows... 
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~OMPARED with sales of other liquid 
( a fuel stoves, these records look big, 
don’t they? But you can equal or better 
them if you will. They simply show what 
any dealer, using modern selling methods, 
can do when the product is right. 


You will be interested to know that all of 
the dealers who are making these remark- 
able records, use the same plan: 


1. They concentrate their efforts on the 
new Perfection range. 


2. They use a carefully selected combina- 
tion of tested, proved selling methods. 


Dealers have many reasons for concen- 
trating on the Perfection range: 


It sells easily..has an enormous advan- 
tage over others in being a new, modern 


reason they buy. 
It is built on established principles. 


product with a 40-year record for good performance. 
It is backed by an extensive advertising campaign. 


It stays sold. Gives service-free satisfaction 
for many years. People know this. That is one 


PERFECTION anc 


Perfection Dealers are 
piling up 


Aple 
| with 


One dealer in 70days sold nearly 12 times the 
amount of his previous year’s total business. 









ss 


Another dealer in 40 days sold more than 8 times 
the amount of his previous year’s total business, 


Another, in 82 days, multiplied his previous year’s 

sales by 5. 4 
“ $ 
Another, in 20 days, doubled the amount of his : 
previous year’s sales. 








te 
Another took only 9 days to double his. 
J 


Other dealers, too numerous to list, have in- 
creased their sales volume as much as 156%. 


(Full information on request) 





This is the town in which the |Z 
biggest sales have been made. 





Nothing experimental about it. Any dealer can 
recommend it with an easy mind to customers 
whose trade he wants to keep. 


It pays six times the usual oil stove profits. 
Dealers can afford to put extra time and effort 
into a product that repays them so handsomely. 


In selling the range, those who. heve made 





a ESS 3 
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sales records 


this new range 











the biggest records are using not 
one, but all of the following methods: 


1. Every dealer keeps a range where 
it can be seen..in window and store 
displays, with newspaper advertising 
to bring prospects in to see it. 


2. He takes a range out on his truck to 
the homes of worth-while prospects. 


3. If they are undecided, he lets them 
keep the stove forafew days’ free trial. 














4. He offers prospects a trade-in allow- 
ance on their old stoves. 


5. He gives convenient terms of the 
kind that are customary in his town. 


Even without modern selling methods, 
Perfection’s range has been astonish- 
ingly successful. But with them, its 
possibilities are almost unlimited, as 
is shown by the records given above. 


PERFECTION STOVE CoO. Cleveland, Ohio 





PURITAN OIL STOVES 
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Armstrong Wrenches Have Been the Standard of Excellence for Over 20 Years 








(Dustiy, Reputation, Effective 
Dealer Helps and Extensive Ad- 





vertising—make them easy to sell. 


ARMSTRONG Wrenches—selected carbon steel forged into designs that give greater strength where 
strength is needed—accurate milling—careful heat treatment — black enamel finish with heads ground 


bright—absolute satisfaction for every buyer. 


An established reputation as makers of the strongest wrenches—a reputation unchallenged of over 20 
years—steadily increasing demand—greater sales each year. An absolute guarantee of every tool bear- 


ing the ARMSTRONG trade mark. 







peer Continuous advertising in over 30 leading publications, counter displays, stock boards 
and effective direct mail materials—these are the factors which make ARMSTRONG 
Wrenches easy to sell, make them a profitable line for hardware dealers. 


ARMSTRONG BROS. TOOL CO. 
a nao ~~ “The Tool Holder People” 
ARMSTRONG Drop Forged 314 North Francisco Avenue, CHICAGO, U.S.A. 


Made of 
Chrome Vana- 
dium Steel—Light- 











use. 
Tool Holders Drop Forged Wrenches Stocks and Dies Pipe Cutters 


Carbon Wrenches are made 
A q TRADE MARK REG.IN U.S PAT. OFF q G 
Lathe Dogs Ratchet Drills Write today for Chain Pipe Tongs Chain Vises 


in 29 styles—sizes for every 
ARMS?TRONG ARMSTRONG BROS. 
“C” Clamps High Speed Cutter Bits Catalog B-27 Pipe Wrenches Hinged Vises 





% 
oe 
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A Job Well Done! 
Fixed—any break 
crack 
joint : 
Whether it’s wood to wood, metal to wood, stone to wood; 
objects of glass, porcelain or plaster, etc., without end—Wood- 
Fix for the job will assure its permanent repair. Wood-Fix, a 
new plastic formula for wood paste, dries to the hardness of 
wood when exposed to the air. m 

Consider carefully the many sales advantages Wood-Fix offers the dealer who has his customer's need at 
heart. Wood-Fix takes all stain perfectly and in the same manner as wood; it takes varnish, lacquer or paint 
to suit. 

Wood-Fix is remarkable in its adhesive properties, yet does not harden too abruptly on application. Better 
still no solvents are ever necessary. When properly applied and allowed to harden, it cannot be separated from 
its base except by cutting. 

Wood-Fix is not affected by moisture or exposure. It can be sawed, planed, sanded or turned in a lathe and 
holds nails or screws without splitting. 

Remember the handy tube—it is much more convenient to get just the quantity desired for each job and 
does not expose the entire contents to the air. 

Wood-Fix is an article in which you may have the utmost confidence. It is a fully-developed and 
perfected product that easily does all that it is claimed to do. 














Keep this in mind, however. The element of real value contained FREE TRIAL COUPON 

in an article of this sort is only evident on actual test or application. You may send me a free sample 

We want you to examine it, become familiar with it and finally know tube of WOODFIX. 

just where and why it is best for its purpose. Wa NUNOO hniisccccdelcnd vetvuceouns 
PE Hat di tianes tweens cccsmeaedesan 

WOODFIX PRODUCTS CO. | ci cs 
Name of 

40 COURT STREET, BOSTON, MASS. WAS o.c55 dvs cee scdacnnwencsucse ene 

Pac ct ccaguadapecutidundpaeaenee 
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A High-quality Gas Range 


at a “sensational” price 


Constructed to give long life and cooking satisfaction. Approved by A. G. A. Laboratory. Among its features are: 


Cast iron front frame Flush doors All-enamel finish. Enamel oven and 
Heavy angle iron base and top Full size cooking top broiler linings. 

frame 4314” wide overall Can be supplied with Robertshaw 
Oven 16” x 18” x 14". A splendid Utility drawer Heat Control 

baker Extra wide warming shelf Weight: 220 pounds 


It is the New Acorn with a century-old background of established value in tens of thousands 
of homes from coast to coast. Its reputation and the price make it a recognized bargain that 
will attract women to your store. 


STANDARD GAS EQUIPMENT CORP. 


18 EAST 4ist STREET, NEW YORK 











Factories: Pacific Coast Distributors: 

Northwest Gas & Electric Equip. Corp. 

in Portland (Oregon), Los Angeles, 
Francisco. 






Aurora, Ill, 

Baltimore, Md. 
Birmingham, Ala. 
Jersey City, N. J. 





errs 

















48-6331-1 


% 
: 
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V. G. Warren, secretary 
Montana Association of 
Moose, using circular saw 
in his home workshop. 


y | did the 
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Kitchen cabinets and casement windows made by 





Mr. Warren for his home. 


se jobs 




















Basement garage built by 
Mr. Warren. 





with the help of Popular Science” 


EN who read POPULAR 

SCIENCE .. . 350,000 of 

them...are the hardware dealers’ 
best customers. 

They buy often .. . and liberally. 
They purchasetools, paints, builders’ 
hardware, etc. They are carpenters 
...cabinet makers... mechanics... 
business men... professional men... 
men who make things for a living 
or men who like to make things at 
home for the fun they get out of it. 


For Mechanically Minded Men 


The helpful “Workshop” pages 
of Popular Science show these men 
what to make and how to make it. 
They follow directions, andi increase 
their skill. These “handy men,” with 


| says Mr. Warren } 


the aid of Popular Science, often do 
work that equals the expert crafts- 
man’s. Expert mechanics read this 
magazine for the practical help they 
get out of it. 


“I was a rank amateur as a me- 
chanic,” writes V.G. Warren, ac- 
countant, and also secretary of the 
Montana Association of Moose. 
“But with the aid of Popular Science 
Monthly, which showed me how to 
do it, | modernized my home in my 
spare time. 

“Using tools recommended by 
Popular Science, I made and in- 
stalled cabinets and casement win- 


dows in the kitchen, put in tile 
boards, etc.,andconstructedagarage, 
making the doors and sash by hand. 


Finds Every Issue Valuable 


“IT have kept a file of every copy 
of Popular Science since 1923, and 
find them invaluable. Every issue 
contains many valuable pointers for 
the amateur mechanic. 

“Lam constantly adding to my set 
of tools, and recently bought a lathe 
and circular saw outfit.” 

The leading manufacturers are 
helping you to make more sales, 
through their advertising in Popular 
Science Monthly. Get the benefit of 
their advertising, by displaying the 
products that mechanics prefer. 


Readers of POPULAR SCIENCE MONTHLY are the hardware stores’ best customers. These manu- 
facturers know this. They are helping you by their advertising in POPULAR SCIENCE MONTHLY. 


Henry Disston & Sons, Inc... . Philadelphia, Pa. 


Wooster Brush Co............. Wooster, Ohio 
eg . Co. (Kyanize) . . .Boston, Mass. 

Ww. . Boice ...... Toledo, Ohio 
| Aad 7 ted - lL a Cicero, Ill. 


Detroit White Lead Works ... Detroit, Mich. 
Parks Woodworking Mach. Co., Cincinnati, Ohio 
South Bend Lathe Works... ..South Bend, Ind. 
L. S. Starrett Company... . Athol, Mass. 
Rutland Fire Clay Co., Patching Plaster and 
No-tar-in-Roof Coating ano eacoe Rutland, Vt. 
Addison —— ae Plastic Wood. Canton, Mass. 
Waco Tool Works .......... . .Chicago, IIl. 
Nicholson File Company... .. Providence, R. 
Peck, Stow & Wilcox Co... . Southington, Conn. 
Millers Falls Company... .. Millers Falls, Mass. 


The Carborundum Co. ... . Niagara Falls, N. Y. 
Simonds Saw & Steel Co. ..... Fitchburg, Mass. 
Trimont Mfg. Company ....... Roxbury, Mass. 
Remington Arms Co., Inc.... .New York, N. Y. 


David Maydole Hammer Co. . . . Norwich, N. Y. 


Up-To-Date Machine Works . .Chicago, III. 
Clemson Bros., Inc... .. .Middletown, N. Y. 
Smooth-On Mfg. Co.. . Jersey City, N. J. 
The Stanley Works... . .New Britain, Conn. 
J. H. Williams & Co.......... Buffalo, N. Y. 
Bemis & Call Co. . . Springfield, Mass. 
Fayette R. Plumb, Inc......... Philadelphia, Pa. 
North Bros. Mfg. Co. . . Philadelphia, Pa. 
Clayton & Lambert Mfg. Co.... . Detroit, Mich. 
Champion Spark Plug Co. . . . . Toledo, Ohio 


Moline Pressed Steel Co. .... E. Moline, It. 
Delta Specialty Co.......... Milwaukee, Wis. 
Yale & Towne Mfg. Co...... . Stamford, Conn. 


Brown & Sharpe Mfg. Co... . . Providence, R. I. 


Black & Decker Mfg. Co. . . Towson, Md. 
American Screw Co. ........ Providence, R. I. 
Apco-Mossberg Corp......... Attleboro, Mass. 
Bridgeport Hdwe. Mfg. Co. . . Bridgeport, Conn. 
Lockwood Motor Co.......... Jackson, Mich. 


Russia Cement Co. (Le Page’s Glue) 
loucester, Mass. 


Every tool product advertised in Popular Science is guaranteed, after rigorous tests and approval, 
by the POPULAR SCIENCE Institute of Standards 


ular 


Popular 





cience 


MONTHLY 


National Elec. Products Co. . New York, N. Y. 
Ar-Con Tool Co. : Toledo, Ohio 
Billings & Spencer Co. Hartford, Conn. 
Midland Appliance Corporation Chicago, III. 
Porter Cable Machine Co. Syracuse, N. Y. 
United Elec. Motor Co. .. .New York, N. Y. 
J. D. Wallace & Co. Le ae Chicago, Ill. 
H. Gerstner & Sons ; Dayton, Ohio 
Greenfield Tap & Die Corp. Greenfield, Mass. 
Plomb Tool Co..... ..Los Angeles, Cal. 
Goodell-Pratt Co. _ . .. Greenfield, Mass. 
E. C. Atkins & Co., Inc. . .Indianapolis, Ind. 


Popular Science Monthly, 
242 Fourth Avenue, 
New York 


Send me a free copy of 
Popular Science Monthly 
and your “Hardware 
Supplement,” the safe 
guide to good buying. 
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Price and Value 


_ buying Tubular and Clinch 
rivets you get just about as 
much as you pay for. Don’t accept 
rivets of the cheaper grade even 
though price concessions are attrac- 
tive. You cannot afford to sell rivets 
that are brittle because cheap rivets 
mean a one-time sale only. Our rivets 
may cost a few cents more but they 
are worth a great deal more—they’re 
dependable. 

































Pacific Coast Representative 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California. 










Otpproved / 


——— by the keenest 


buying brains in the country 
















TUBULAR RIVET & STUD 
COMPANY 




























BOSTON 
‘The largest 
factory in the 
world devoted 
lo the manu~ % 
facture of Ps 
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: KEYSTONE 


Pi 
‘~X 
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Give maximum rust-resistance and lasting satis- 
faction for all uses—above or below the ground. 





Of Genuine 


MERICAN) KEYSTONE 


ME “_ be N PLATE 


“A 





STARS. ES 


SRS 


ES. aaa ees. 
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By using Keystone Copper 
Steel you build for the future. 
Wherever rust and corrosion 
destroy, KrysTone (steel al- 
loyed with copper) affords 
greatest protection. Tests by 
leading metallurgists prove 


this. Unequaled for roofing, 
spouting, culverts, tanks and 
all uses requiring maximum 
service. Insist upon sheets 
with brand shown above. In- 
quire of leading metal mer- 
chants, and send for booklet. 


AMERICAN 


STEEL SHEETS for Every Purpose 


For information address nearest District Sales Office: Chicago, Cincinnati, Denver, Detroit, 


New Orleans, 


New York, Phiiadelphia, Pittsburgh and St. Louis. Contributor to SHEET STEEL TRADE EXTENSION COMMITTEE. 





a American Sheet and Tin Plate Compan ny 


i, ) General Offices: Frick Building, PITTSBURGH, PA. 


SUBSIDIARY OF 


ae 
‘reeset UNITED STATES STEEL CORPORATION 








AMERICAN BrrpGk COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CyYcLoNnE FENCE COMPANY 


AMERICAN STEEL AND WIRE COMPANY. 


CARNEGIE STEEL COMPANY 


PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: 


FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE COMPANY 


“\— Dependable eee 









ILLINOIS STEEL COMPANY 
MINNESOTA STEEL COMPANY 


THE LoRAIN STEEL COMPANY 
TENNESSEE COAL, IRON & R. R. COMPANY 
UNIVERSAL PORTLAND CEMENT COMPANY 


Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu, L.xport Distributors— United States Steel Products Company, New York City 
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Sebstentiol Santtery Safe WITT Cans and Pails are 
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nationally advertised. 


we eTFae f 


Wik 
GARBAGE PAILS 


Merchants who sell WITT Cans and Pails have 
built up a highly profitable business on replace- 
ments of ordinary, light weight cans. 

Their WITT sales are further increased every 
year by the institution of sanitary regulations in 
many additional cities and towns. 


- 


Sve 
Nt AL a 


(i pens 
“al. ot 
7 4 


If you are not now enjoying your share of this 
expanding market, write today for the WITT 


proposition. 


Serr Cans and Pails are tested and hinaieed by Good 
Housekeeping Institute and Priscilla Proving Plant. 


8 


Built throughout to Witt standards to give a lifetime of 
service. Guaranteed for ten years. Equipped with semi- 
steel, durable top. The only all hot-dip galvanized can on 


the market! Write or wire for prices. 


Where conditions permit the placing of garbage recep- 
tacles underground, the WITT CONCEALED CAN pro- 
vides an ideal, sanitary method of disposal. It is out of 
sight, odorless, cannot be upset and the contents will not 
freeze nor ferment. Quickly and easily installed without 


Made in 5 sizes: 5, 8, 12, 
expense. 15 and 20 gallon capacity. 


THE WITT CORNICE COMPANY 


2114 Winchell Avenue Cincinnati, Ohio 


Can Specialists Since 1899 





OLLRATH ANNOUNCES 


Ae 


THE COLOR ENSEMBLE 


Ne: 




















The Newest and Biggest Developement 
inENAMELED WARE in COLOR 


7 ces of — want more than mere 
color in the kitchen. Color alone is not 
enough. They want colors that harmonize, col- 
ors that form a pleasing ensemble of J/asting 
charm. They want individual, distinctive colors 
that fit their own kitchen. 

First to sense this demand, Vollrath meets it 
with the Color Ensemble—the latest and most 
advanced development in cooking equipment 
in color. 

The new Vollrath Ware has been developed 
by famous color experts. It is based on the best 
modern use of color in home decoration. It is 
designed to fit the kitchen color schemes of 
today and tomorrow. 

In keeping with modern decorative practice, 
this new Vollrath Ware uses a soft tint for the 
background color and bright, intense colors 
for contrast. 

The large foundation pieces and many utility 
of a Vollrath ensemble are supplied in 
isque—a warm, neutral tint that harmonizes 
with all approved colors for kitchen decoration. 
Bisque is trimmed in a choice of four colors: 


Deep Pink Pearl, Deep Bluet, Deep Apple Green 
and Buffstone. 

A selected number of pieces are available in 
solid colors. These are used to give variety and 
contrast in the color ensemble. 

An almost unlimited number of color com- 
binations can be made. Your customer has the 
greatest opportunity to,choose according to her 
own taste, to create her own individual and dis- 
tinctive ensemble. Yet she can always be sure 
that the colors she chooses are in harmony and 
in good taste. 

Get your share of the profits. from the big 
initial sales that will follow the first display of 
this ware in your territory. Be the first to show it. 

If our representative has not already seen you, 
write for all details of the new Vollrath Color 
Ensemble Plan. 


THE VOLLRATH COMPANY 
Established 1874 


Sheboygan, Wisconsin 


—ERN COLO Fr 


\WAollrath ar Te 





NEVER HAS THERE BEEN 
COOKING EQUIPMENT LIKE THIS 








The Vollrath Color Ensemble is the newest and 
biggest idea in merchandising enameled ware 


You know how color has enormously 
increased the sales of enameled ware. 
You know how eagerly women took to the 
first Vollrath Ware in color. 


Imagine what a sensation the color en- 
semble will be in your store. Women have 
found it hard to resist Vollrath Ware in 
Color as you already know. This new ware 
is infinitely more irresistible. For the first 
time your customers can create a harmoni- 
ous color ensemble in cooking equipment. 


The color ensemble is the biggest and 
newest idea in selling enameled ware. It is 
a sound idea because the Vollrath Color 
Plan is based on the best modern decora- 
tive practice. The new Vollrath colors are 
of lasting charm. 


Many of your customers will buy an en- 
tire ensemble on their initial purchase. 


Others will begin with a few pieces and 
gradually add others. You can count on 
heavy first sales and steady repeat sales. 


The Color Ensemble Plan takes care of 
existing stocks of Vollrath Ware in color. 
It introduces new colors. But it also in- 
¢ludes colors you now have. 


This new ware is now ready. Be the 


first dealer in your territory to display it. 
It will bring you handsome profits now 


and in future. 


If our representative has not seen you yet, 
send for complete descriptive literature, 
sales helps and display material. 


THE VOLLRATH COMPANY 
Established 1874 
Sheboygan, Wisconsin 
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AY Ya 


Tid a 


NEW and EASY way 


to Sell a 


50-cent Screw Driver 


your counter! Place it where every man 

who enters your store will see how mar- 
velously the Bridgeport Red Crown is built. 
That’s all. Then just watch—and listen! 


“What? Only fifty cents?” says the customer. 
Sold! No talk—no questions. 


That’s the new way—the easiest way and the 

quickest way—to sell fifty-cent screw drivers! 

Half a Red Crown tells the whole story—and 

104. what a story it tells! It speaks for itself! And 

Sia it says more in a minute than a salesman 
can say in ten minutes! 


We're making a lot of Bridgeport Red Crown 
cutouts—like the picture at the right. 
They’re going out FREE to hundreds of 
hardware stores to do the biggest selling job 
the screw driver business has ever known. 
One of them is waiting to start work on 
your counter—waiting for the chance to 
double and treble your fifty-cent screw driver 
sales! NOW is the time.to start! Just fill 
out the coupon below. 


Pre a Bridgeport Red Crown cutout on 




















BRIDGEPORT HARDWARE MEG. CORP. 
‘ Bridgeport, Connecticut 
America’s Largest Makers of Screw Drivers 


epor 







Mail the Coupon 
NOW 





THE BRIDGEPORT HARDWARE MFG. CORP. 


Bridgeport, Connecticut 
Gentlemen: 


Will you kindly send me free of charge one cutout of a 
Bridgeport Red Crown Screw Driver, as pictured. You 
may also send Red Crown assortments 
(at $3.80 ea.) with FREE Display Stand, as illustrated. 





AF a Red Crown Tells the WHorp 2 
tj 
Ory 





































Above is shown the Bridgeport Red 

Crown Display Stand, showing the Red 

Crown Assortment—% doz. each of 4’’, 

5’ and 6” screw drivers. This assortment 

costs you only $3.80 and sells for $6.00. 1 

The display stand is supplied to you free. i 
Just use the coupon below. 
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Coleman Leaders 
‘for 19297 





// 
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Coleman 
Air-O-Gas 
Stoves 
with Instant 
Gas Starter 


Turn a valve, strike 
a match and it’s 
going. (patents 
pending). Fullcook- 
ing heatin less than 
a minute. 


n, ate ces © 
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Coleman 
Instant-Lite 
Lamps and 

Lanterns 

—with the New 
Coleman Instant 
Gas Lighting Prin- 
ciple. No generat- 
ing nor preheating. 
New Automatic Air 


Release and New 
Triple-Life Generator. 








Coleman 
Instant Gas 
Iron 


Lights just like city 
gas...at the turn 
of a valve and the 
touch of a match. 
No generating. No 
preheating. 




















Coleman 
Radiant Heater 
with 
Thermo-Safety 
Control 


Radiants light auto- 
matically. A bigsafety 
feature. Thermostatic. 
Regulates fuel supply 
.. . prevents flooding. 
Heater also has In- 
stant Gas Starter. 
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Always good . . . but better than ever this year! A step ahead of them all... 
in STYLE ...in BEAUTY. ..in OPERATING EFFICIENCY... . in all-around CUSTOMER 
SATISFACTION!—That’s what you’ll say about these Coleman Leaders for 1929. 





It’s easy .. . with this splendid line . . . to get your customers to “Light, Heat 
and Cook the Coleman Way”. And it’s easy for you to get worth-while profits the year ’round! 
Now is the time to cash in on these products of steady consumer demand and quick turn- 
over. Write for descriptive literature and dealers’ net prices. 


Get in Touch with Your Jobber 
or Your Nearest Coleman Office 


THE COLEMAN LAMP & STOVE COMPANY 


General Offices: Wichita, Kansas, U. S. A. 
Factories: Wichita,Chicago, Toronto. Branches: Philadelphia,Chicago, Los Angeles 
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With this Shovel Array 


You Can Meet All Comers ; 




















“Moly” Round “Moly” Coal- ™ Fist’ Square 
nt Shov Yard Scoop ‘oint Shovel 


“MOLY” —The World’s Best Shovel 
“BIG FIST’’—The World’s Second Best Shovel 
“DIQUA’’—The Best of the Low Priced Shovels 


“PDQ IG FIST”’—the World’s Middle-price 
B Champion completes the simplified line 
of Wood’s Shovels, Scoops and Spades... And, 
big dominating NATIONAL ADVERTISING 
puts these lines right out in front! Makes 
them the easiest shovels in the world to SELL. 


THE WoOoD SHOVEL AND TOOL COMPANY 
: Piqua, Ohio, U.S.A. 


Woods 
Shovels -Spades-Scoops 


COMPLETE, SIMPLIFIED LINES—EASY TO STOCK, EASY TO SELL 
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‘THREE FEATURES that sell 

















The New Millers Falls Planes 
Eliminate Chatter 


Chattering, the age-old cause of plane trouble, done 
away with—instead a smooth firm stroke that means 
finer work with less effort. This is accomplished by 
means of a 3-point bearing of the lever cap which 
keeps the cutter flat 
the entire length of 
the seat and holds 
the blade firmly at 


the correct cutting 





— angle. 


Plane Cutters Last Longer 
and Hold a Finer Edge 


Millers Falls Planes 





stay sharp longer. 
They need less 
sharpening and re- 


conditioning. This 





Here they are 





means more time spent in productive work—and 
how much easier that work will be. This improved 
edge is the result of years of experience with fine 
tool steels. A new process of tempering the cutters 
electrically gives the cutting edge a much longer life 


and greater uniformity. 


Extra 
Reinforcements 
Guard Against Breakage 


Living up to its 
reputation for fine 
tools, the Millers 


Falls Company has 





guarded in every 
possible way against any dissatisfaction with the 
new line of planes. The bottoms and frogs are all 
cast iron with the weaker parts extra reinforced to 


guard against breakage. 
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MILLERS FALLS PLANES 


” 


Your customers— 
carpenters, cabinet 
makers, home 
craftsmen, in fact 


anyone who knows 


and uses good tools—are eager to buy tools that 


make their work easier, that show marked improve- 
ments over the tools they already own. Non-essen- 
tial refinements do not interest them but the new 
principles and advanced changes embodied in the 
New Millers Falls Planes represent tangible advan- 
tages to them in added efficiency, better work and 
greater satisfaction. 

Take advantage of the interest which the New 
Millers Falls line of Planes is creating. Take this 
opportunity to make sales and profits on tools that 


are different, advanced, better. The new line is com- 


plete and covers every plane need. Sizes in bench 
planes from 7 inches to 24 inches, smooth and cor- 


rugated bottoms and 21 models of block planes. 


Helping You Sell | 


You don’t have to carry the selling burden alone. 
The Millers Falls Company is telling your customers 
about these new planes—a wide-awake advertising 
campaign that paves the way to sales. Ask your 
wholesaler for effective sales helps that will help you 
sell not only planes but many other tools. Have you 
written yet for your 

copy of the new 

catalogue which 

contains complete 


particulars? 


MILLERS FALLS COMPANY 
MILLERS FALLS, MASSACHUSETTS 


New York: 28 Warren St. 


Chicago: 9 South Clinton St. 
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GRAY-WICK 


“Gray-Wick may cost a little more, but—it is worth it” 


Weigh the Roll and 
Compare the Weight 


Every roll of GRAY-WICK Steel Wire Screen 
Cloth is made from FULL GAUGE WIRE. 


The 12 and 14 mesh cloth is made from No. 
33 gauge wire each way of the cloth. Watch 
out for cloth in which No. 34 gauge wire is 
substituted in place of No. 33 gauge wire 





























one way. 
-WICK 
pegs This substitution makes a difference of ap- 
GRAY Color proximately 10% in the weight. You can 
usually detect it by comparing the weight of 
12 Mesh, No. 33 gauge each way Q : 
14 Mesh, No. 33 gauge each way GRAY-WICK with competing brands. 
16 Mesh, No. 33 gauge filler 
ec hit But FULL GAUGE WIRE is only one reason 


for GRAY-WICK preference. GRAY-WICK 


Our Other Brands of Screen Cloth is produced from rust-resisting Open Hearth 


Cortland Black Enameled Steel made in our own furnaces. The wire is 
White Metal Finish drawn in our own mills. Every operation 
Wickwire Premier : a . 
aS a from raw material to finished product is done 
Wickwire Copper under our own supervision. 


To add to its life GRAY-WICK carries an 


All brands of Wickwire Brothers 


Screen Cloth will be furnished ° ° 
silo: cdbieien: dis aully O04: Aheee extra heavy electro zinc coating enameled 
each, also all brands will be furn- ° ° eT: ° ” 
sched aa Aities au ARO tn, be. with transparent varnish. “Life insurance 
ote, se ee eh. tng is built into every roll. And every roll is 


rolls, without extra charge. 


backed by 50 years of experience. 


Your Jobber 
will supply you 
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Some Fine Day-— 


vine dealers do'laydveam of Will you have a splendid, pros- 


ware dealers do day-dream of 








the future, for only out of such 


ambitious thoughts does prog- perous store like this — out- & 


ress come. You look around " . . 
your store and think “It’s a standing in your community ? 
pretty nice store at that, but 

someday—.” 


To such a man, who dreams 
of dominating his whole trad- 
ing area with the finest busiest 
store in seven counties, Warren 
Sho-well Display Fixtures carry 
a startling message: “Yes, you 
can have that modern merchan- 
dising plant now.” 


How? By laying out with a 
Warren Store Engineer an eco- 
nomical expansion program, 
and following it step by step as 
it pays for itself. Warren Fix- 
tures are sectional. Your equip- 
ment can grow as you go. 


Doesn't that sound more practical 
than letting things go as they are 
until you can expand over night. 





* . The George Hardware Co., Grinnell, lowa, writes: ‘‘We looked at fixtures for nearly a year 
You will find the details of the We failed to find thing that satisfied us except Warren goods. The floor arrangement 


‘ ft d bi lists has b followed out letel dh ked out 100% 
Warren System full of interest for planned by your specialis s been followed out completely and has worked ou 


you. Tear off the bottom of this 


page and send for full information. Modernize! ' Merchandise! Warrenize! 
Mj * Wi} ff 
Hi Hh 

J. D. WARREN MEG. CO. If The New Warren “She-well” Line te / 

/ complete, neluding Sectiona al / 


Fixtures for: 






NI a,’ 208 W. Washington St., Chicago, IIl. 


Tools Mi cellaneous 


j Builders and Shelf House Furnishing 
//, Hardware Goods, Ete. 

Hf} Electrical Goods Cutlery Display 

//}/ ; 

Hf Sporting Goods Cases 


if Ready Mixed Paint Nail Bin Counters 
Tables 


4 / Aluminum and En- Display 
SECTIONAL DISPLAY FIXTURES 


ib 








| > 

es J. D. WARREN MFG. CO., 
RS 208 W. Washington St., Chicago, III. oe 
i We want to know more about Warren ‘‘Sho-well” Fixtures | 
BS Please send us: | 

2 O The Warren ‘‘Sho-well’’ 0 ‘‘Sho-well’’ Display Table | Street Address ......-++-ssseeeeeeeessereee 

: Fixture Catalog. Folder. | 

"3 ors 

4 () Nall Bin Counter Folder ] Information Sheet for Sug- Cay. SMa tha: oinse 15:0. 0:6 6:9 Sth ee P 

a gestive Store Arrangement } ; 9-29 
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Gan money and save much time 
with the special advantages planned for 
you who se// Sun-Red FdgeWire Screen Cloth— 
It comes in one-piece rolls of 100 feet, every 
roll fully guaranteed to contain one con- 
tinuous piece of perfect cloth! This avoids 
the waste in short ends. 

'Sun-Red Edgehas accurate measure marks 
every six inches. It is the only trade-marked 
and self-measured wire cloth made. A com- 
plete line in all standard meshes—-Sun-Red 
Edge AluminA, Black Painted and Copper- 
Bronze. 

We furnish high-class helps in selling, 
among them a striking window display in 
seven colors. 

And your customers who 6zy it will find many 
advantages in Sun-Red Edgequality. Its dura- 
oe eal 


“TAsten to WLS each Wednesday morneng, 8:25 to 
8:55 (After May lst, 7:25 to 7:55) Central Stand- 


REYNOLDS 
. WIRE Co. 


— 


follow ihe 


RED LINE 


'9-——~ 


Real 
Profits 


bility is remarkable— Sun-Red Edge AluminA 
will last twice as long as ordinary galvanized 
screen cloth. The Red Edge makes it easier to 
measure and use. It identifies the quality and 
responsibility of the maker, and it also aids in 
preventing rust under the wood strip. 


Take advantage of these strong selling points 
for your own benefit and the good will of your 
trade. Write for details and sales helps. 

= 


ard Time,—just before the Market Reports,— 
Bus-Reéd Bdg Radio Hour.” 


DIXON 
ILLINOIS 


K REG.U.S. PAT. OFF. 
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A GENERAL ELECTRIC 


Atlanta 


Two Great Merchandise Ofte 


For Hotpoint 25th Anniversary 


ERE are the two great offers Hotpoint is 
making in celebration of its Silver Anni- 
versary — 25 years of leadership in electrical 
appliances. Take advantage of this great na- 
tional advertising campaign and money-saving 
inducement to bring customers into your store. 
Advertisements announcing the two great of- 
fers by Hotpoint, will appear in the June 1 
Saturday Evening Post in two colors, the June 


Ladies’ Home Journal in full color, and in July 
McCall’s Magazine (out June 10), a total of 
nine million advertising messages to help you 
sell during the June gift season. These great 
offers will also be featured during the General 
Electric Hour on June 8 over the N. B. C. net- 
work of 42 stations from coast to coast. This 
is a great opportunity to increase your busi- 
ness during June in everything you sell. 


SPECIAL OFFER 


HIS special offer introduces the remark- 

able Hotpoint Automatic Table Timer— 
a most valuable addition to the Hotpoint line. 
It is a device of amazing versatility and utility 
—long wanted in every home. 


It makes all electrical appliances automatic. 
It can be used with the coffee percolator, waffle 
iron, heating pad, grill or table stove, electric 
iron, washing machine, radio, Hedlite heater, 
and a dozen other appliances. You merely set 
it for the desired time and forget it. Price 
alone, $6.50. 


This beautiful Hotpoint Electric Percolator 
makes the most delicious coffee by the Hot- 
point HOT-drip method that extracts every 
bit of flavor from the coffee grounds. Price 
alone, $12.00. 


During Hotpoint’s 25th Anniversary Cele- 
bration, the entire month of June, you can sell 
this beautiful Electric Percolator and the re- 
markable Hotpoint Automatic Table Timer for 
only $14.95. Total value is $18.50. A great 
inducement for your customers. 


FREE OFFER 


HIS Hotpoint Super-Iron has the special 

features that have made it the world’s 
most popular iron. It has the patented Hot- 
point Calrod heating element which is practi- 
cally indestructible; the patented Hotpoint 
Thumb Rest that rests wrist, arm and shoulder; 
the exclusive hinged plug that saves cord wear; 
the convenient heel stand that saves lifting, 
and many other outstanding advantages. 


With each famous Hotpoint Super-Iron sold - 


EDISON ELECTRIC APPLIANCE CO., Inc. 


Factories: Chicago, Illinois, and Ontario, California 


ORGANIZATION 


Boston New York San Francisco 
Charlotte Portland Cleveland 
Kansas City Seattle Los Angeles Dallas 
Denver Salt Lake City Ontario, Calif. 


at the regular price, $6.00, during June you will 
receive absolutely free a $1.50 Welmaid Iron- 
ing Pad and Cover that fits any ironing board. 


Full dealer profit— 
mail coupon 
Hotpoint stands the full expense of these two 
great offers with no loss in profit by the dealer. 
Wire your distributor, or mail coupon today 
for full details. 


EDISON ELECTRIC APPLIANCE CO.., Inc. 
5644 West Taylor Street, Chicago. 


offers for the Hotpoint 25th Anniversary celebration. 


Name.... 


Address.. 


Please send me complete details of your two great 


| 


r 
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APT TTILLTILLILLirtitititt tiie ieee ee rrr yyy | 
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Fence Advertisement 


IGHT into your community—into the homes of farmers, 

goes our farm paper advertising. We talk to the farmer 
about his problems—about fence for profit, and tell him 
to go to the American Steel & Wire Company Dealer 
for fence advice. : 
All the force of National Advertising, the Experience of our 
organization, the strength and prestige of the Best Known 
Fences is focused on your locality to make the American 
Steel & Wire Dealer fence headquarters in your community. 
Such co-operation is increasingly building bigger and 
more profitable business for our dealers. We invite you in. 
Write for information. 





American Steel & Wire Company 














These 
Zins Insulated 


Fences 
AMERICAN 
ROYAL 
ANTHONY 
MONITOR 
PRAIRIE 
NATIONAL 


and U.S. 


Protector Poultry 
Fence 
Banner and Ideal 
Steel Fence Posts 

National Expandi 
Anchor End — 
Corner Posts 
Cover Every 
Fencing Need 








American Steel & Wire Company 


Subsidiary of United States Steel Corporation 


Sales Offices: Chicago) . NewYork __ Boston Cleveland Worcester _ Philadelphia 
Buffalo. oit Cincinnati _ Baltimore Wilkes-Barre Kansas City 
St. Louis Oklahoma City Birmingham Atlanta Memphis Dallas Denver 


Pittsburgh 


Minneapolis-St. Paul 


Salt Lake City 


U. S. STEEL PRODUCTS COMPANY: San Francisco, Los Angeles, Portland, Seattle 
Export Representatives: UNITED STATES STEEL PRODUCTS CO., 30 Church St., New York, N. Y. 
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Hardware Dealers Are Losing Millions of 
Profitable Business Each Year 


E. B. GALLAHER 
Treasurer, Clover Mfg. Co. 


Editor, Clover Business Service 


It is amazing to find how little metal-cutting-cloth business passes through 
the hands of the retailer—most of it goes directly from the manufacturer or whole- 
saler to the machine shop, large and small. 


we I have proved to my own satisfaction that the 
| ECONOMY ROLLS AND 

A DOZEN SHEETS OF 

AL OX {DE CLOTH, 







SORRY OLD MAN 

HAVENT GOT EM! 

WAT D* y”? MEAN 

ALUMINOUS OXIDE? 
‘. 





reason for this is a lack of knowledge of the various 
abrasive materials in use—the work to which each is 
best suited—and the dealer’s lack of ability to recog- 
nize the thirty odd trade names under which the 


three shop abrasives are sold. oy wwe WAY, Oi, 
ET ME U 
A live dealer, with accurate (ie ano (|GLAD 70 HEAR IT, 









METAL CUTTING CLOTAS~|DIDN'T KNOW 
information and a small stock \weMvesninstock, 


of the right materials, can easily oneRe 
bid for and get a large per- 
centage of his local shop trade—it is very profitable. 

So, I have prepared and had copyrighted a plan which I call— 


“Clover Plan for Dealer Distribution of 
Metal-Cutting Cloths” 

It is brief, right to the point, 
and gives you all the information and machinery neces- 
sary to allow you to go out and get your local shop trade 
in metal-cutting cloths. 








SURE—— THAT'S ALUTHNOUS OXIDE 
HAVE YOU GOT \ | USED FOR CUTTING HARD METALS 
ANY OF THISHERE || WE CARRY CLOVER YELLOW STRIPE 
2} \ALvmiNOUS CLOTH —THE BEST 










Just write me for my “Plan” and you will get the whole works— 
and, by the way, if you want me to send samples of Clover Color- 
Stripe papers and cloths, just tick 
them off on the attached coupon. 

I may be biased, but I think they ppl 
are just a wee bit better, and you'll Zz fs. 
find the price is right. r 


E B. GALLAHER: 
CLOVER MFG. CO, NORWALK, CONN., U.S. A. | Clover Mfg. Co., Norwatk, Conn. 


SINCE 1903 | Send “PLAN” 
| Sample Emery Cloth 


SANDPAPERS 
METAL-CUTTING PAPERS AND CLOTH 
AUTOMOBILE NICKEL PASTE 
METAL POLISHES 


Sample Aluminous Oxide Cloth 
| Sample Sandpaper 


Name 


Address 
CLOVER GRINDING AND LAPPING COMPOUNDS 


Character 
of Business 
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A Better Fence 
and o BETTER 


Below is an actual photo- 
graph of the ‘‘Pioneer’”’ 
fence display. The attract- 
ive, convenient construction 
of this great selling force is 
immediately obvious, 


‘PIONEER 


ip OY WA) da (ela 


(J 











selling plan | 


The Pioneer Kokomo display case is 
the biggest selling idea ever used for 
lawn fence. The tremendous possibi- 
lities offered to dealers by this great 
selling force is instantly obvious. YOU 
can have one of these great sales-boost- 
ing displays in your 
store—FREE! 
Here is a permanent, 
handsome, convenient 


salesman that will stay on the job day- 
in-and-day-out, month on end, silent- 
ly but surely building your fence 
sales. You need him on YOUR sales 
flodr—and he asks NO SALARY. 


Get in touch with your favorite jobber 
today. Or. write us and we shall send 
you direct full details regarding this 
better selling help for this better fence. 


CONTINENTAL STEEL CORPORATION 


KOKOMO STEEL & WIRE CO., DIVISION, 
‘ KOKOMO, INDIANA. 


“oxen? FENCE 
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‘Watch for this 
BROADSIDE 


If it does not 
reach you — 
write for it / 





Broadside, siving full 
details of the BIG ADVERTISING 
CAMPAIGN behind 


WINCHESTER 


TRADE MARK 


Guns & Ammunition, Metal Prep- 
arations, Flashlights & Batteries, 
Ice & Roller Skates, Fishing Tackle, 
Cutlery & Tools — simon oe 


We announced to you, in April, an open market in all Winchester 
Products—new lines as well as old. All of these products will be heavily 
advertised in a big national campaign, reaching fifteen million families and 
starting, with a two-page smash of color, in the June 15th issue of the Satur- 
day Evening Post. Be ready to take full advantage of this smashing campaign 
from the very start. Our broadside will bring you details. We want every | 
dealer to have his copy. Your name, however, may not be upon our mailing list. 
If the broadside does not reach you by atleast the 1st of June, be sure to write forit. 


WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U. S. A. 
New York Office and Showroom, 312 Broadway 
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VS 


‘Turnover. 


(A Merchandising Fact) 


Turnover—Well,good- always on the move, 
by, I’m off. turning in profits and 

good will. A rolling 

stone gathers no moss 

? , . 

soon? You've hard = and moving merchan- 


ly warmed your spot dise gathers no dirt or 
on the shelf. u losses. 


Leftover —What, so 


Turnover—I’m no shelf warm- _ Leftover—But what makes you 
er; and besides, why should move? 
I stick around when there’s 
profit for the Boss every time 
I move? 


Turnover—Advertising! It just 
won’t let me stand still. Get 
ourself s isi 
Leftover—But when I move he ing cacti teas Pe ae 
will probably get more profit. will “sacrifice” you. And 
Turnover — Yes —but when are then he will lose 
you going to move? I’m money. 


37 publications carry 3-in-One advertising and 
Jobbers and Merchants throughout this country 
and in most civilized foreign lands, carry 3-in-One 
because of its absolutely dependable profit and 
“Turnover.” 3-in-One is the original ‘‘Turnover.”’ 


Made Since 1894 
THREE-IN-ONE OIL COMPANY, 130 William Street, New York, N. Y. 
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The Complete Line of 
Children’s Vehicles 


The LEADING LINE in 1929 




















Automobiles—of Beauty Supreme J 


“Ask the Child Who Owns One” 


Velocipedes—of Distinction ! 


AIRPLANES—HEAVY DUTY TRUCKS—SIDEWALK CYCLES 
COASTER WAGONS—EXPRESS WAGONS—GA RDEN ‘BARROWS 
DOLL CARRIAGES, COACHES and SULKIES—JUVENILE and 
DOLL FURNITURE 


Write for cata- e 
log now or just 

fasten this cou- © 

pon to your 


letterhead. 
WASHINGTON, PENNA. 
Factories: Washington, Penna. Elkhart, Ind. Toronto, Ont. 
NEW YORK NEW YORK CHICAGO 
PERMANENT Fifth Avenue Bldg. Strobel-Wilken Co. American Furniture Mart 
DISPLAYS Room 318 33-37 East 17th St. Space 922 


200 Fifth Avenue 666 Lake Shore Blvd. 























<9 eames 


- 


Steel Fishing Rods 


AGF! \ 
Su u/s 
PURE SILK * 


DE LUXE 


ENAMELED LINE J 
a 


7 
"AS abe 


SILK FISHING LINES 


for our new catalog giving full specifications and prices 


of the many Bristol, Kingfisher and Meek numbers. 


THE HORTON MANUFACTUSGARG COMPANY 


Horton Street, Bristol, Conn. 


Pacific Coast Agents: Phil B. Bekeart Company, 717 Market Street. San Francisco, Calif. 
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Now-—A 
RFEFPFATER 








The Only High Powered Repeating 

: Pneumatic Rifle in the World— 

angpeeel ct NS and Bound to be the Fastest 
‘ Selling Gun on the Market 


retails for only 


$ = Your customers have been waiting 

‘ for this—yes, even asking for it— 

Ni and now you can give it to 

: them. Twenty shots at 

This unusually low price does not begin to imply —w2 loading! is - d the 
the real value of the CROSMAN Pneumatic .22 RE- paneeanaes " can . hii 
PEATER with its many new improvements such as: y Bo sc * enh eran. 
acked by a big ad- 


Twenty shots at one loading. ——— = 
1S Sure tO Make 1 


Fifty per cent more power. ' pg ere 
Checkered walnut stock and forearm. — A ot pint 
Improved sights (peep or open sight optional). . Be > ad: ne 
Exclusive pyrasteel valve, giving life-time service. played in 
COMBINED with these exclusive features which have made the y peti z 
Crosman the world’s most famous pneumatic rifle: (a) no noise; 
(b) amazing accuracy; (c) no cleaning; (d) low cost ammunition; 
(e) power to kill small game. 


Manufacturers, also, of the Crosman Pneumatic .22 
Single-shot Rifle (now retailing at $10), Crosman .22 
Pells, Crosman Automatic Dodo Targets, and Cros- 
man Target Holders with Bell Attachment. Mail This 


Coupon 


CROSMAN ARMS COMPANY, Rochester, N. Y. Now—Today 
aii tintin msn ST 


CROSMAN ARMS CoO. 
423 St. Paul St., 
Rochester, N. Y. 


Send me complete details on the 
Crosman Repeater and your 


Pneumatic .22 —aa 


| 
l 
| 
| 
| 
| 
Name bie Breas | 
| 
| 
| 
| 
| 


REPEATER E 


“POWER WITHOUT POWDER’ 
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SURE SALES FOR ALL(jS) DEALERS 











—— 








AJAX HEAVIES 










-410 SHELLS 





Then stock these self-cleaning 



















gun bores “‘clean as a whistle.” 





22 RIM-FIRES 


Here’s another innovation that 





Long Rifle) with copper-coated 







qualities insure repeat sales. 





Lacquered Ajax Heavies, Self-Cleaning .410’s and Coppered .22’s are only 
three of the many feature items in the U. S. line of shells and metallics. 
It also includes: Climax Heavies, moderately priced long-range loads; the 
Climax shell for trap and field use —reliable as an old huntin’ dog; the 
Defiance shell—popular because it’s so easy on the purse and so hard on 
game and “clays”; Self-Cleaning rim-fires and center-fires; .22 N.R.A. 
— famed the world over; U. S. Improved Thirty-Thirty and other big- 
game cartridges of improved effectiveness. Write for catalog and price list. 










UNITED STATES CARTRIDGE COMPANY, 111 Broadway—New York 
. .. General Selling Agents: National Lead Company, New York, Boston, 
Buffalo, Chicago, Cincinnati, St. Louis, San Francisco; John T. Lewis & Bros. 
Co., Philadelphia; Merchants Hardware Limited, Calgary and Winnipeg, Canada. 












Are you in on this sure-fire seller? Handsomely 
finished in lacquer, they ‘‘take the eye”’ of gunners 
immediately. What’s more, the lacquer coating 
makes these de luxe long-range loads unusually 
waterproof and also gives an improved crimp. Ob- 
tainable, like the regular, unlacquered Ajax Heavies, 
in 12, 16 and 20 gauge—and, of course, “packed 
with the power of the thunderbolt.” 


mT ae 


Looking for a way to increase your .410 business? 
Climax, as well as .410 Climax Heavies, primed 
with the same non-corrosive mixture that goes into 


U.S. Self-Cleaning Metallic Cartridges and which 
has given them an enviable reputation for keeping 


we wy 


webs: Self-Cleaning .22 Rim-Fires (Short, Long and 


striking in appearance that just showing them will 
sell them. And their accuracy and clean-shooting 


WRITE FOR CATALOG ap A 









.410’s — the .410 


won’t collect cob- 


lead bullets. So 






















CARTRIDGES 








SHOT SHELLS 
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[ts saying a lot ~to say to a Customer 


“IVER JOHNSON 
Made It!” 


Revolvers 


The famous 
‘‘Hammer _ the 
Hammer” line. 
All calibers; vari- 
ous barrel lengths, 
grips and finishes. 
Write for Proposi- 
tion A on _ Iver 
Johnson Firearms. 


Back of these products are years of manufacturing skill— 


ample resources—a nation-wide reputation. Since 1871 


Iver Johnson Firearms have been famous for their 


eficiency and safety. For over 42 years Iver John- 


ee e , ° é °° 
son has made Americas Finest Bicycles, and 


more recently Juniorcycles and Velocipedes of 


the highest quality. 





sturdiest 

hand- 
somest Sidewalk 
Cycles on the 
market. Drop and 
Diamond Frame 
models. Choice of 
colors. 


VELOCIPEDES 
Ruggedly built but 
easy pedaling. 4 sizes. 
Choice of colors. 





Shot Guns 


Single and Double 
Barrel and Trap 
models in both. 
Plain Extractor or 
Automatic Ejector. 
All popular 
gauges. 


The new .22 Cali- 
ber Safety Rifle 
is creating a sen- 
sation, 





IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 


NEW YORK 
151 Chambers Street 


CHICAGO 
108 W. Lake Street 


OGDEN, UTAH 
2327 Grant Avenue 


SAN FRANCISCO 
717 Market Street 


BICYCLES 
The easiest 
riding, hand- 
somest and 
finest Bicycles 
made. Wide 
range of models, 

sizes and colors. 


Write for Proposi- 
tion B on Iver 
Johnson Bicycles, 
Juniorcycles an 
Velocipedes. 
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Boys All Want It! 


The Daisy Liquid Pistol 
fast and steadily at all = 
Display it—it looks like a real 
automatic—that’s why it sells! 
All metal—no rubber bulb. Most 
popular 25c. novelty. 
Order from your Jobber 
for Immediate Delivery 


Daisy Mfg. Company 
Plymouth, Michigan, U. S. A. 


DAISY ?isro. 





KIDDIE KAR 


Trade Mark 


“KIDDIE” Vehicles 


Trade Mark 


The original and still outstanding leaders in vehicles for 
tiny tots—KIDDIE KAR, KIDDIE PEDAL KAR, and 
KIDDIE KAR STROLLER, all are protected under basic 
KIDDIE KAR patent now sustained by United States 
Circuit Court of Appeals, Second Circuit. 


H. C. WHITE COMPANY 


NORTH BENNINGTON, VT. 


Kiddie-Kar, Kiddie-Pedal-Kar, Kiddie-Kart, Kiddie-Koaster 
Kiddie-Skooter, Kiddie-Kar Stroller, Kiddie-Tender 

















for guns trade 


ESIDES the shooters and the fisher- 

men, Hoppe’s Products are bringing 

dealers more and more industrial custom- 

ers. Tool makers, laboratory workers, 

automobile mechanics, dentists, radio me- 

chanics, clockmakers, many others work- 

ing with fine mechanisms—all want 

Hoppe’s. No. 9 for cleaning, removing 

corrosion and preventing rust. Hoppe’s 

Order Hoppe’s Oil for proper lubrication. Encourage 
ee this valuable trade. 

Jobber FRANK A. HOPPE, INC. 
2314-H No. 8th Street, Philadelphia, Pa. 








Profit in 
the Pioneer 
Line / 


Send for the 1929 

catalog illustrating 

hundreds of fast-selling items in the mammoth Pioneer 
Line. 


Children’s Vehicles, Home 
Playground Equipment, Baby 
Pioneer Line” Vehicles and Nursery Equip- 


The ne Tid Sets ThePace ment. 


-THE GENDRON WHEEL CO. FACTORY 
Toledo, Ohio New York Office: 7 East 17th St. 




















PFLUEGER 


PRONOUNCED “Flew-ger” 


Fishing Tackle 


The name and fame of Pflueger is a selling force to fishermen 
all over the world. Page advertisements every month in 
Sportsmen's Magazines such as Field & Stream, Outdoor 


America, National Sportsman, etc., as well as 4 columns 
in the Saturday Evening Post are building Pflueger Sales. 


Pflueger Pocket Catalog No. 148 


A booklet containing information of special interest to fisher- 
men. Illustrates and gives useful information on the principal 
fresh and salt water game fish and tackle recommended. An 
excellent medium for sales promotion. Supplied free to 
Pflueger dealers for distribution to their customers. Write 


for copy. 


THE ENTERPRISE MFG. COMPANY 





Akron, Ohio, Dept. HA-5 E. A. Pflueger, President 





Multiplying 
a Good Thing 


After you have read 
Hardware Age what do 
you do with it? Why 
not let others in on the 
good thing? If you are 
a store executive it will 
help your business as a 
whole. If you are a 
buyer it will help your 
department. 


Hardware Age 


239 W. 39th St. 
New York City 














BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 











= — am 


- » > 
e POS Doo Stunjy 


Biggest booking of orders made at the N. Y. Toy 

Fair was for the new Metalcraft Flyer Construction Set. When 
assembled this wonderful Plane has a 24” wing spread, takes off 
the ground, flies straight, loops, barrel rolls and does other stunts 
the big planes do. 

No. 955 Construction Set, retails at $1.00 

No. 956 Assembled, except wings ” ” $1.50 
Write for wholesale Prices and get your order in now. Entire 
Metalcraft line of Airfield Toys and Children’s Vehicles on dis- 
play at Chicago Toy Fair, Suite 422-423 Morrison Hotel. 
Illustrated catalog gladly mailed. Address Penrose 
Ave., St. Louis, Mo. New York Office—200 Fifth Ave. 


METALCRAFT CORPORATION -“ST.LOUIS 
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THE FASTEST GROWING LINE OF 








ELECTRIC TRAINS IN 


AMERICA 








Sales are increasing at this remarkable rate 
through the sheer merit of Dorfan mer- 
chandise, through the intelligence of 
Dorfan policies, through the power and 
originality of Dorfan advertising. Write 
for the new catalog. 


THE DORFAN COMPANY, NEWARK, N. J. 


New York City Showroom 
200 FirtH Ave. 


Factory and General Office 
Newark, N. J. 

















EMAND for the Meisselbach Bull’s-Eye Level 
Winding Reel continues to grow remarkably. 
Every dealer who can sell casting reels should clean 


up with this one. 
second season. 


Green, red, brown or black end plates of pol- 


ished Permo for choice. 


display! And what a buy at $5.00! 


The hit in fishing reels for the 


There are no others like this handsome straight- 
casting Meisselbach that named itself. Superior 
modern design, developing greatest accuracy along 
with reduced manufacturing cost. Made under the 
best vo quantity production conditions and meth- 
ods. 

Well distributed and strongly advertised. 
Order No. 100 from any leading Jobber. 


What an eyeful in 





af 


The A. F. Meisselbach, Division 
2936 Taylor Street, 


Representatives: South—Louis Williams & Co., Nashville, Tenn.; Pacific Coast—Phil B. Bekeart Co., 717 Market Street, San Francisco, 





of The General Industries Co. 
Elyria, Ohio 






Calif. 
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BIG-BANG 


NEW NUMBERS 


These two new numbers 
should increase your BIG- 
BANG sales this season. 


New Two-Wheel 
Field Cannon 


No. 6 F Light Field Gun The New No. 6F Light Field 
Finished in rich, semi-gloss, velvety | &“m gives a further price spread 
black, mounted on red artillery to the popular line of BIG-BANG 
wheels. Length, muzzle to end of Field Artillery —now $1.50 to 
og, See, 9 inches Retails for $5.50. Cannon and drag beam 

are cast in one piece, giving ex- 
ceptional strength. A good num- 
ber for the younger boys. Cannon 
non-tilting. 


New Bombing Plane 


with the graceful stream lines 
and the suggestion of speed and 
endurance that characterize the 
latest models in airplane construc- 
— ore light gray semi- 
gloss ico, and mounted on three 
New Bombing Plane—Ne. 11P wheels. Like all BIG-BANG, 
All metal; 11 inches long; 13 the New Bombing Plane is fired 
inches wing spread. A sturdy, at- ith B G if 
tractive pull. toy. Each BANG with BANGSITE, the safe am- 
spins the propeller. Retails for munition. Each BANG makes 
$3.50. the propeller rotate. 


Complete line of Cannons, Pistols, Navy Gun-Boats, Army 
Tanks, Bombing Planes—$1.00 to $5.50. 


THE CONESTOGA CORPORATION 
Main Office and Factory, Bethlehem, Pa., U. S. A. 


Export Department Office No. 605, 130 Pearl St., 
New York City, U. S. A. 











Be up to the 
MINUTE MEN OF ’29 


Be ready when the school boy’s 

demand for a noisy Fourth hits 

town. Be prepared to offer 

Kenton Blank Cartridge Pistols. 

Boys are fascinated because they . 

look like real guns and make a The barrel is 
real sage gyno are + countersunk to 
because they employ all the a 
safety features of the finest fire a — ar 
arms. Order now to be sure of ‘Tid8es y, wall 
a good stock every day and espe- "ot close when 
cially for the noisy day when it ball type is in- 
arrives. Ask your jobber or corted 

write us for catalog’ and prices. - 


THE KENTON HARDWARE CO. 
KENTON, OHIO 








Octigan 

Drop 

\ Forged 

“No Humen | Steel 


Blow Can 
Break It’’ 


Pitching 
Shoes 


Octigan shoes have been adopted as 
the official tournament shoes in forty 
large cities. The game is sweeping 
the country. Get your share of the 
profits. 


~ Write Today for Prices 
OCTIGAN FORGE & MFG. CO. 


2500 Lowe Avenue Chicago, Illinois 








FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we creaté a 


demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We’re constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we’re keen- 
ly interested. 
In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 
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written from experience and 
facts, and good advertising 
men—those who are pioneering in 
their business—are trained in ob- 
servation and deduction. Their 
opinions reflect these mental habits. 

A prominent member of an 
advertising agency wrote us an 
engaging letter recently, part of 
which read— 

“T have just returned from a 
week’s trip calling on hardware 
jobbers in Chicago, St. Paul, Kan- 
sas City, St. Louis, Minneapolis 
and Milwaukee. 

“T found HAarpwareE AGE every- 
where. One jobber, who shall be 
nameless, was complaining that 
there was too much advertising, too 
many things for the man to read 
and to prove it showed me a batch 
of papers he brought from home 
and said ‘had to spend an evening 
going over all these things—did 
not have time to do it at the office’. 
Most of the papers were pages torn 
from the current issue of Harp- 
WARE AGE—there must have been 
ten or twelve pages (two of them 
were ads. He had marked them 
for various people in his organiza- 
tion. This was the head of the house 
and a man prominent in associa- 
tion circles.” 

Practically every hardware job- 
ber subscribes to HARDWARE AGE, 
not only for the principal execu- 
tives, but also for the buyers and 
traveling men. For instance, 252 
copies are mailed each week to 
one of the largest wholesalers in 
the Middlewest—an organization 
noted for its enterprise and intelli- 
gent selling policy. 

Through Harpware AcE alone, 
a manufacturer can present his 
sales story to the entire jobbing 
trade of the country with minimum 
cost and maximum effectiveness. 


(5 cis ADVERTISING IS 














Spirit of St. Louis 
Type Monoplane 
De Luxe 


¢}* new catalog, “Silver 

Ace Flying” is ready! 
Beautifully illustrated in 
colors—it should be on your 
desk. Of course it illustrates 
the fine new Silver Ace line 
of model planes, construction 
sets, and supplies designed 
and built by aero engineers 
to fly like real planes; but 
more than that, it contains in- 
valuable material to aid you 
in turning the general interest 
in Aviation into all-year- 
profits from old and young 
alike. Send for it. 


Silver Ace line meets every re- 
quirement. Endorsed by famous 
aces and thousands of users, Silver 
Ace Leads in the Air. 





AERO Monet ComMPANY 


A 
111 North Wacker Drive, Chicago, Illinois 


“Ask the Store that Sells them” 
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Starrett 
Transit 


Starrett Stainless 
Steel Tape No. 520 § 


Starrett Micro- 

meter No. 230 Starrett Hack- 
saw Frame No. 
153 


Starrett 
\ Ci Dividers 
\. N. 0. 92 


\ The expert tool user is your 
\ most valuable customer. 


\. Make your store his buying 
headquarters by featuring “veaal Sur 


Starrett Tools—displaying No. 257 
them. 


\ It pays to be known as THE 
Starrett Dealer. , 


—* 
Starrett Vernier Cal- 
ipers No. 122 


Starrett Combination 
Tool No. 439 


Starrett Combination 
Square No 11 


Starrett Universal Dial 
Test Indicator No. 196 
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Book of Experience 


ET customers see! feel! and generally appraise your 

merchandise . . _ spread it out and put a price 

ticket on it ... then watch it move... give speed and 
action to your selling. 


Numerous uses of Sheet Steel will help you achieve 
a “speed selling” schedule, will help you utilize every 
cubic inch of your selling space. Steel counters, 
shelving and bins are adjustable and space-saving. 
Their use permits the display of approximately 1/6th 
more merchandise. 


Adjustable, demountable, the flexibility of Sheet Steel 
shelving permits quick and easy rearrangement of your 
store with the changing seasonsand the character of the 
merchandise. Additions and alterations are made eco- 
nomically. Fire-hazard is reduced. Repairs eliminated. 


Keep your eye on the Sales Possibilities offered 
by Pressed Steel Manufactured Articles « < 


Steel is the hardware man’s birthright — he has always 
handled it. Today more than ever this Master Metal 


Take a selling-leaf 
out of the Chain Store 


SHEET STEEL EMPLOYS 500,000 MEN «244 TALK WITH THEM 


Seve with Stee! 
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Steel rolling display 
shelves are especially 
adaptable for low-price 
pick-up hardware articles. 


Steel bridge chairs are 
ready sellers these days 
you don’t have to ask Mr. 
Work about that! 


is being pressed into new forms that you can sell. 
Kitchen cabinets, refrigerators, small domestic gas 
and water heaters, furniture accessories such as 


folding bridge chairs, etc. 


Sell and use these advantages of Sheet Steel. Let us 
confer with you regarding the names of the makers 
of Steel shelving and bins, also bridge chairs. 
Address Department HA, Sheet Steel Trade Exten- 
sion Committee, Terminal Tower Building, Cleve- 


land, Ohio. 
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ardware dealers can tie up with: 
: ATKIN'S 


National Advertising. 





s Atkins is advertising tomil- in many farm publications. Saw users everywhere know 
mers including the car that Atkins Saws are the Best Value for One's Money. 

d the man aboutthe house. Send us your name and address that we may mail youg® 
our dealers’ helps, consisting of windéw 
display material, cards, signs and_gioat 
256 page catalog, de- to place in your window to sho : 
scripeley of the com- ing public that you have . 





Ask for Atkins New 


plete Atkins line. 





_ Steet Saws for sale. 








Home Office and Factory 
402 South Iilinois Street, INDIARAPOUS, INDIANA 
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THE 





NEW McKINNEY 
CYLINDER PADLOCKS 





HINING in their polished 
chrome jackets, the new 
McKinney cylinder padlocks 
prove once again that the hard- 
ware trade is quick to recognize 
Sales Appeal when a new arti- 
cle with outstanding advan- 
tages is presented. These 
brutally strong padlocks — 


create trade sensation 


silverware — have caught on 
with a bang. Structurally they 
set an unbeatable standard of 
security. Their beautiful pol- 
ished chrome finish fills the 
eye. They are a fine job from 
every standpoint and deserve 
a place on your counter. Your 
jobber already has them for 





















you—or will have them very 
shortly McKinney Mfg. Co., 
Pittsburgh, Pa. 


hammerproof shackles case 
hardened against hacksaws, 
sparkling like a fine piece of 







McKINNEY PADLOCK FEATURES: One piece Cast Cases of 
special alloy metal—Case Ilardened Spring Shackle—5 Tumbler 
Cylinder — 200 Key Changes which comply with Underwriters’ 
requirements—2 Nickel Plated Brass Keys furnished. Keyed alike 
to order, but cannot be master keyed — Chrome finish over 
nickel plating — Packed in individual boxes with two keys. 














Made in 3 sizes, for all uses. 










Size Consumer 
No. Inches Price 
7001 1% $1.00 each 
7002 1% 1.25 each 
7003 2 1.50 each 






Packed with two keys, in individual 
boxes, black and orange. 






Six Padlocks of one size in Counter 
Display Carton, as illustrated. Order by 
number. 






Also, One Dozen Padlocks, assorted, 
packed in similar display carton. 





Catalog number of assortmentis No.7100. 


Assortment includes: 


Size Consumer 
Quanticy No. Inches Price 
4 7001 1% $1.00 each 
6 7002 1% 1.25 each 
2 7003 2 1.50 each 


Ask for tlustrated catalog pages for your 
salesmen’s catalogs. 


NNEY 
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LOOKING FACTS SQUARELY IN THE FACE 


By LLEW S. SOULE 


HE chain store is undoubtedly the outstanding 
development in the field of present-day dis- 
tribution. Quite naturally it is meeting with a 
storm of criticism, which even takes the form of 
proposals to restrict and curb its activities by law. 


And yet—the sooner independent distributors 
realize that legislation will not solve their merchan- 
dising problems, the better for all concerned. 
Economic laws alone will decide who shall make, 
distribute and sell legitimate merchandise. Those 
who best fill the public need will survive, and de- 
pendency upon legislation to keep others in the mer- 
chandising picture is mere fallacy. The consumer 
himself eventually decides what he will buy, and 
from whom he will buy it. 


Just now there is a lot of wild talk about the 
chains; a lot of ungrounded assumptions; a lot of 
misapprehensions. The chain store is not a theory; 
it is an established fact. We may not like to recog- 
nize that fact. We may feel that it is in many ways 
an undesirable fact from the standpoint of both the 
individual merchant and the individual community. 
But we must recognize its existence. 


At the same time we must recognize the basic 
fact that the chain holds no divine rights; that it 
lives solely by permission of the general public; that 
its existence depends entirely upon how well it serves 
that public; that it is just as vulnerable as any 
other merchandising agency. 


The talk of the chains absorbing the whole mer- 
chandising field is outright foolishness. The chatter 
about them driving out of business all the hardware 
wholesalers and independent hardware retailers is 
plain “bosh.” Such talk is not only ill-advised, 
but has no basis from an economic standpoint. 


Efficiency—ability to serve—personality—com- 


munity interest all have their bearing on the sub- 
ject. Those who are not up to the standard de- 
manded by the buying public will eventually fail, be 
they chain organizations or independents. The big 
fact, however, remains—that the efficient hardware 
wholesaler or retailer who intelligently keeps pace 
with the ever changing merchandising trend will 
not be ousted by the chains, the mail order houses, 
or any other merchandising organizations. The fate 
of the independent is in his own hands. 

Look over the items in the average hardware 
stock. Note how many of them require real knowl- 
edge, actual service and trained ability in order to be 
profitably sold. Note the comparatively few items 
which sell only on price. Check up the independent 
retail hardware merchant’s opportunity for service 
as compared to that ‘of the chain store manager. 
Such a check-up will convince any fair-minded man 
that the independent hardware merchant is almost 
a necessity to a growing community—and commu- 
nity need is the gage by which his future is meas- 
ured. " 

The chains will always have a certain amount of 
business. Instead of worrying because of that fact, 
the sensible thing for the independent merchant to 
do is to get more business himself. He can do it 
if he faces facts. He cannot do it either by worry- 
ing or by refusing to acknowledge that there is com- 
petition. 

If there are no chain stores in your town, don't 
congratulate yourself unduly. If you are in a worth- 
while community they will come eventually. The 
present time is your opportunity to prepare for their 
coming. 

Chain stores are not looking for dead towns. 
They are looking for live towns where there are 
dead merchants. 
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Colorado Dealers Wage Campaign Against Glorified 
Peddlers’ Aluminum Ware Solicitation 


66 LORIFIED PEDDLERS” 
Lgens foremost in the minds 
of many hardware dealers 
throughout the country during 1924. 
Convention speakers warned of the 
dangers, editorials advocated meth- 
ods of combat and local Chambers of 
Commerce sponsored campaigns 
against this form of competition. In 
the last four years little has been 
heard regarding the “glorified ped- 
dlers.” Retail dealers awakened to 
the situation, have, usually, provided 
cool receptions for the salesmen. 

Colorado now reports an invasion 
of house-to-house canvassers. 

Grand Junction was one of the 
tirst localities to be visited by the 
canvassers. R. H. Oliver of The 
United Hardware Co. of that city 
tells what the local merchants have 
done. He writes: “We have been 
rather slow in getting after this ped- 
dler condition but the matter has heen 
brought to the attention of the vari- 
ous merchants who are now fighting 
this condition. 

“At the present time we are using 
one-quarter page advertisements in 
our local paper. We are also cooper- 
ating with our Chamber of Com- 
merce which issues a statement twice 
a week calling attention to the type 
of solicitation which the canvassers 
are making. We are also using in our 
windows and advertisements, price 
cards which are very pronounced in 
featuring of smaller prices than those 
asked by canvassers. 

“The ‘Glorified Peddlers’ harm to 
local business is not very great.” 

From available sources, it seems 
the aluminum salesmen decided that 
it was best for them to leave Grand 
Junction. Their next stop was at 
Montrose, where they received an 
even warmer reception. 

Here they called at homes and 
asked permission to cook a meal in 
the owner’s kitchen, furnishing all 
the necessary food and utensils. Sev- 
eral of these dinners were served. 
The men then called again and con- 
ducted a high-pressure selling cam- 
paign. From the consensus of opin- 
ion, it appears that the canvasser’s 











prices were highly exorbitant, when 
compared to dealers’ stocks. 

One prominent Montrose hardware 
dealer cooperated with the editor of a 
local paper in securing facts regard- 
ing the sales campaign. He had sev- 
eral girls in his office interview the 
peddlers, purchase utensils, secure 
prices and gather useful information. 
The data were then turned over to the 
newspaper. Several very informative 
articles appeared at frequent inter- 
vals, calling attention of the citizens 
of Montrose to the “free” meals, 
high-priced merchandise and the type 
of competition. 

The Montrose Chamber of Com- 
merce secured samples of the utensils 
which the canvassers handled and also 
samples of the lines carried by local 


| 





dealers. In newspaper advertisements 
inserted by this organization, it was 
suggested that the citizens of the city 
stop in at the Chamber of Commerce 
Bldg. to compare quality and price. 

The publicity was too much for the 
“glorified peddlers.” At several places 
where they had agreed to furnish 
“free” meals, they broke appoint- 
ments. The men did visit one of the 
hardware stores in Montrose, looked 
around, asked no questions, bought 
no merchandise and departed. There 
has been no recurrence of a ped- 
dler campaign in these two progres- 
sive communities since the aluminum 
ware canvassers left town. The 
cooperation of the community in- 
terests gave the public an insight into 
this kind of competition. 





two examples: 





NOTICE 


To Members of Montrose Chamber of Commerce: 

As an example of extreme prices asked by out-of-town 
solicitors, we give the case of men now canvassing in 
Montrose for orders for Aluminum Ware. 

These parties go to the homes, put on a big free dinner 
and attempt in this way to sell their ware. 

Your Chamber of Commerce has taken it upon itself 
to compare the prices and quality of the merchandise that 
these outsiders are offering, with those of our local mer- 
chants, and find that their prices appear simply exorbitant 
compared to those of the local firms. 


10-inch Aluminum Skillet—canvassers’ price....... 
11-inch “Wagnerware” Skillet—local price......... 


Medium-sized Tea Kettle (plus some more offers of 
free dinners and a free prize to the hostess). . . .$12.00 


Local merchants’ price (less dinner) 


This is only a few of the sample prices we are able to 
obtain, and is the report of the investigation of the com- 
mittee of the Chamber of Commerce. 
may be compared at the Chamber of Commerce Building. . 


The Montrose Chamber of 


Commerce 


We give herewith 


5.20 


Tee ko fh ee ie oe 


The merchandise 
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content to sit upon the side lines and watch the 

sporting pageant, but today finds them eagerly 
getting into the games. Hundreds, yes thousands, who 
formerly were onlookers, are now striving for signal 
honors in the various sports. 

Among the outstanding examples of this trend is the 
ancient game of tennis. This game dates back to the 
luxurious courts of old France, but it has come to the 
fore like a meteor in recent 
years, and now occupies a 
position in the popular sports 
never before achieved. It 
faces a season that will be 
even greater. 

In this development there 
is a note of potent interest 
for the hardware man. Ten- 
nis courts involve the ex- 
penditure of considerable 
sums of money, the greater 
part of which are the hard- 
ware man’s legitimate busi- 
ness. Lawn tools, grass seed, 
rollers, etc, all enter into the 
preparation of tennis 
grounds, but we are for the 
moment concerned with the 


a FEW years ago the sport fans of America were 


The Beeson Hardware Co., High Point, N. C., is a leader in community sport promotion. 
window displays featuring tennis equipment 


The Tennis Season is Here! 









Here is one of their effective 


actual playing equipment. In addition to rackets and 
tennis balls the player needs such items as sun visors, 
sweaters, sweat-shirts, rubber soled shoes, etc. The item 
of tennis balls means a sale of at least three and more, 
probably six, at a time as they are in constant need of 
replacement. Rackets provide the quality angle from 
which to sell. The obvious danger of warping that 


exists calls for good merchandise as well as presses 
suitable to 


rackets when not in _ use. 

Tennis is a game that em- 
braces more members of the 
family than most other 
sports, and therefore is one 
that increases sales possibili- 
ties once the introduction of 
the game is made in a house- 
hold. 

In most communities the 
hardware man may stimulate 
interest in the game and 
consequently in his store by 
cooperating in the promotion 
of tournaments, arousing en- 
thusiasm, procuring official 
interest and _ indorsement, 
taking care to keep his efforts 
from appearing strictly com- 
(Continued on page 93) 


protect the 
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he Old Swimmin’ Hole 


Up to Date 


NCE the cool pools, especially those protected ists. Every swimmer is a prospective customer for a 
from public gaze by willows or a bend in the bathing suit. Children outgrow them; adults need larger 


road, were exclusively for those who were ever 
But customs change. 
Now the sisters, mothers and fathers accompany the 


willing to get back to nature. 


boys and a happy compromise has 
been reached in the matter of 
attire. 

Some enterprising merchants 
have built a nice bathing suit bus- 
iness where “swimmin’ holes” are 
entirely negative. These mer- 
chants have found that their cus- 
tomers would rather buy of them 
before starting on a vacation than 
wait and buy of strangers; also 
that children’s suits are ready 
sale wherever lawn sprinklers can 
be used and that many adults like 
to don a bathing suit, defying 
real or artificial showers in the 
backyard. 

In Jackson, Mich., good places 
to swim are numerous so, of 
course, swimming is the most 
popular summer sport for thou- 
sands of residents and vacation- 


Smith - Winchester’s 


Clearance Sale of 
Bathing Suits 


Here are excellent Bathing Suit range of gay and conservative 
Values for both Men and Women. _colers. A size and price to suit 
Two and one-piece suits in a wide you. 


Mid-Summer Clearance of Tents 


on all Wall, Auto, Umbrella and Regulation Boy 
25% Of = 
0 Brooks, Stoll and Dickey-Bird; in the four follow 


ing sises: @xl0, 10x12, 1214 and 14x16 
Sporting Goods Department — Main Floor 


SMITH-WINCHESTER CO. 


or smaller sizes than last year; style and color changes 
are big factors with the younger generation, and then 
there is always the week-end visitor who left his suit at 


home. Don Ball, display and ad- 
vertising manager for Smith- 
Winchester’s hardware _ store, 
makes it a point to start in early 
each season to establish this firm 
as the headquarters for supplying 
the correct swimming apparel in 
all wanted colors, styles and 
sizes. 

Novel window displays and 
newspaper advertisements are 
used to center attention of local 
swimmers on the complete line of 
bathing suits carried by the firm, 
and through these mediums a real 
campaign is waged for the busi- 
ness. They state that these 
methods have never failed to pro- 
duce good returns. There are 
always a few tag ends left in the 
bathing suit stock at the close of 
the season and it has been Smith- 

(Continued on page 93) 
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Dazzy Vance 
tries out a new 
battery partner 





DAZZY VANCE'’S KID FRIENDS 


Great Brooklyn pitcher joins hardware man in entertaining 


Clearwater youngsters 


AZZY VANCE, pitcher extraordinary, designer 

of a fielding glove and general good fellow, joined 

Lester McClung of the Whitesell Hardware Co. 
of Clearwater, Fla., in giving the youngsters of that com- 
munity one of the happiest days of their lives just before 
the recent baseball training season. 

Dazzy dropped in to visit McClung and, of course, 
there were many boys who wanted to ask him many 
questions: How to throw the dazzling speed ball, how 
to make a curve break, what kind of glove to use, and 
other questions that are in a boy’s mind. 





Right—Dazzy throws a ball into the air to see who 


Three prize winners breaking in their 


gets it. 
new gloves 


Photos Courtesy Ken-Wel Sporting Goods Co. 


There were so many, in fact, that McClung arranged 
for a demonstration and sent out an invitation to the 
youngsters to come on a designated afternoon. The 
manufacturers of a line of baseball goods joined the hosts 
and supplied several gloves for prizes for the afternoon. 
Even the Chamber of Commerce was interested in the 
demonstration. 


A ND such an afternoon as it was! Dazzy is taking 
part in the general plan of the major leagues and the 
sporting goods manufacturers to bring to a new peak in 
baseball enthusiasm and it is a good bet that he per- 
sonally made a lot of new admirers as a result of his 
frolic on the Clearwater diamond, while McClung had 
a run on the equipment items that were recommended 
by the great Dazzy. . 


Why not try it out on your own home diamond? Nat 


every merchant can get a Dazzy Vance for his party, 
but he can get some baseball hero who will enjoy the 
frolic and help to establish your store as baseball head- 
quarters. 
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Safety is the Keynote for 


BIGGER and _ better 
Children’s Day ap- 
pears to be in the 


making. At this writing the 
first returns are coming in 
from the invitation to mer- 
chants to participate. These 
show an unusual percentage 
of merchants taking advan- 
tage of the offers of free ad- 
vertising mats and display 
cards. Charles Hawkes, sec- 
retary of the Children’s Day 
Promotion Committee at 10 
West Twenty-third Street, 
New York City, is anticipat- 
ing a heavy demand on the 
promotion materials which 
are furnished free of charge. 
Many of these stores have 
not previously announced 
their participation. 

Throughout the country 
the organized playgrounds 
are eagerly planning special 
programs for Children’s Day, 
Saturday June 15, with a 
view of helping the children 
to arrange a summer program along safety and physical 
and mental upbuilding plans for the summer. The pub- 
lic playground leaders will cooperate with parents or 
groups of parents who wish to buy the smaller set of 
playground apparatus for backyard use. 


- 


In dozens of cities the mayors will issue a proclama- 
tion for the recognition of Children’s Day on a basis 
of introducing the keynote of safety from increasing 
traffic dangers and organized play for the summer season. 
In other cities, the chamber of commerce or other civic 
organization is taking the leadership in the making of 
a community day, with races, games and other organized 
amusements with appropriate prizes. In many cases a 
souvenir will be arranged for each child attending. It 
is interesting that almost without exception communities 
that have tried this plan in the two previous years are 
repeating. The community, the merchants and the 
children have all regarded these occasions as helpful to 
children and to business. More and more the churches 
are adjusting their dates to this suggested holiday—to 
make the moral and physical aspects of the day coor- 
dinate. 

In suggesting that this year the merchants participat- 
ing stress the larger home playground apparatus, the 


“ 
. = 
Buy An Our & Perime Sons 


CHILDRENS DAY‘ © 





This window by Nat Wylie, Steel Hardware Co., Wichita, Kan., furnishes inspiration 


for a Children’s Day display 


Promotion Committee is not unmindful of the smaller 
playthings. They feel, however, that the smaller items 
are to a very large extent accessory to the larger and 
the merchant who stresses the larger merchandise—such 
as backyard size swings, slides, merry-go-rounds, teeter 
boards—need not sacrifice in the least his interest in 
dolls, wheel goods, games and the like. 

The installation of a slide or a canvas bathing pool 
in the yard will not greatly lessen the interest of a girl 
in her dolls nor the boy in a wagon or electric or me- 
chanical train. These larger or group apparatus are 
merely an added feature to playtime equipment in the 
increased effort to keep children so well entertained that 
they will not wander from their homes into the increas- 
ingly dangerous traffic that is a problem everywhere. 
The hurrying automobile and truck have long since 
robbed the small town and suburban community of their 
security from child accidents. 

The circular of the Promotion Committee sets forth 
these reasons for Children’s Day: 


For THE RETAIL DEALER It WILL 


Create additional business at a time when it will be 
most welcome. 

Move goods which otherwise might become a bur- 
den and a loss. 
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hildren’s Day—June 15 


Bring new customers to the 
store and make them perma- 
nent friends. 








Cumprens 











Emphasize his position as a B ay al 
live, up-to-date merchant, Abr av a 
and accomplish a worthy i a Pn CA) 
object. Vessk/ vanicinl \\ 








For THE COMMUNITY 
It WILL 


Arouse community interest 
and wipe out factional and 
personal jealousies. 

Draw customers from a wider 
area, creating good will and 
interest. 

Demonstrate the advantages 
of cooperation in the other 
activities. 

Tend strongly to keep your 
people and their money at 
home and _ increase local 
pride. 

(Continued on page 97) 


The Children’s Day 
Promotion Committee 
has a variety of ad- 
vertising mats in 1, 
2, 3, and 4 newspaper 
column sizes for 
distribution. Dealers 
should send for cir- 
cular which lists these as well as 
display cards for use in the store 


Photoseehs of Golfers | Dhew Mariners 





stopped traffic in front of this display and inci- 
dentally increased trade in the golf department 
100 per cent during the life of the exhibit. 

Luther E. Atkins of the Harrison Hardware and Fur- 
niture Co., St. Petersburg, Fla., makes the report: 
“Real photographs are certainly a dead stop for your 
windows. I have tried this plan of using photographs 


P > seppet ete of leading golfers in action 


time and again and it never fails,” he writes. 


Mr. Atkins, it must be stated, has certain advantages, 
as his city was practically the golf capital for a time and 
a considerable number of the men who form the winter 
colony there have the time and money to enjoy the an- 
cient sport. e 

Practically all golf headliners were represented in the 
photographs. The cut-outs were the nearby golf clubs. 
Mr. Atkins lists eleven sports that hold general interest 
in his community. 
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Among 
JUVENILES 


NE of the fascinating games for children is, and 

always has been, imitating their elders, and one of 

the best means of stimulating this sort of entertain- 
ment, that means safety from the ever-increasing traffic, 
is to provide the equipment for playing at grownup 
pastimes. 

The illustrations on this page show two excellent dis- 
plays of such equipment in the toy department of the 
John B. Varick Co., hardware merchants of Manchester, 
N. H., and are the products of the photographic depart- 
ment of. that company. 


Ix one floor display is the equipment for playing 
hostess at a tea party, school teacher, or office work. It 
is not difficult to picture the enviable position of the 
Mary or Johnny who is the owner of this equipment— 
how she or he will pose before the guests, and how hap- 
py the group will be in their imitation. 

In the other display is the equipment for the guests 
who must come to this tea party or other function. Baby 


hgeorry: space is allot- 
ted to the merchan- 
dising of playthings for 
children by the John B. 
Varick Co. of Manches- 
ter, N. H. The photos 
shown here are by the 
photographic department 
of the Varick store. 


cabs for the children of the little misses who assume the 
role of mothers, toddle cars for the junior guests, all of 
which are likely to make children more content within the 
confines of the safe play space allotted to them. 


Menrcuanrs who promote the sale of this mer- 
chandise should keep in mind that there are many acces- 
sories that go with it and that these sales will take care 
of themselves if the master sale is satisfactorily: made. 
There are dishes, ranges, and similar equipment for the 
tea table sets; books, blackboards, chairs, and what not 
for the office and school equipment. All of which fit well 
into the campaign being waged this year in behalf of 
safety play equipment and which are a perfect comple- 
ment for the more strenuous equipment for the backyard 
playground. 

This type of plaything is becoming moré and more in 
demand as all year merchandise, and from that angle 
the hardware man handling toys will do well to give it 
the attention which it merits. 
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BOYS’ 

CAMPING 
EQUIPMENT 

in Your N ietibothocde | 


r | NAHE healthful, helpful, growing practice of sending 
young boys to closely regulated camps for the 
vacation season has created a new and growing 

demand for many kinds of merchandise, much of which 
belongs in narrowest of hardware classifications. A wide 
variety of this outfitting comes within the scope of hard- 
ware stocks that include sporting goods and playthings, 
as most of them do. 

The requirements of the camp depends somewhat upon 
the age of the boys, but all will require shorts, special 
shirts and similar clothing, which many hardware stores 
sell. Also the two-piece bathing suits which are favored 
for camps come in this classification. 

Class work has been developed in these camps to an 
amazing extent and this requires much ffom hardware 
stocks in the way of tools. It is now quite the proper 
things in these camps to organize classes for building 
airplanes, boats, and to make drawings for this work. 
The tools for this work are many and varied and all 
come from some hardware stock. 


In the newer camps there is much to be done in the 
way of clearing away playgrounds and again tools are in 
demand. Building lakes, rustic bridges and other work 
that is often turned over to the boys requires more 
equipment. In some cases groups of boys have been 
permitted to paint their own cottages. 


R ECREATION periods in the camps create a market 
for baseball equipment, basket balls, medicine balls, as 
well as fishing materials and often guns of certain speci- 
fications are permitted, and in these cases the ammunition 
small item. Recently some camps have been 
equipped with archery sets and targets. 

If the camps are in your neighborhood, there are a 
thousand and one things that the boys will buy on their 
incidental visits to town if your windows show these 
things. The wants of these boys are not especially dif- 
ferent from those of the boys of your own community 
and if you have the local trade, it will be easy to get the 
campers. 
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New Pflueger Reel and Bait 


Within recent months The Enterprise 
Mfg. Co., Akron, Ohio, has placed two 
new items before the hardware trade. 

The Pflueger Medalist Reel is a round 
pattern, single action reel with a stationary 
click. It is built especially for trout and 
«salmon fishing. Made in three sizes, at- 
tractive in design with satin nickalum, gun- 
metal finish with ample line capacity. The 





largest size with line guard is especially 
built for salmon fishing, having a capacity 





of 180 yards, composed of 150 yards of 
9-thread Cuttyhunk line, spliced to 30 yards 
of double-tapered line. 

Intended primarily for muskallange fish- 
ing is the new Muskill bait now on the 








market. It is supplied in two finishes and 
in two sizes. There are heavily feathered 
hooks and extra strong mountings through- 
out. Full information can be secured from 
the manufacturer. 


Heddon Bait Chart and Fishing 
Guide 


An interesting chart, illustrating numer- 
ous types of Heddon baits in colors, has 
been prepared by James Heddon’s Sons, 
Dowagiac, Mich. The chart describes the 
most effective baits under varying weather 
and water conditions for every variety of 
game fish. 

Detailed descriptions of many types of 
Heddon baits, together with data regarding 
the habits and characteristics of fresh 
water fish and suggestions on “How to 
catch more fish” appear on the reverse 
side of the chart. 

Any angler, but more especially the 
novice, should find the chart a valuable 
guide, in order to choose suitable lures 
for maximum results. Dealers will be 
provided with a supply of the charts gratis. 





Outboard Day Observed at 
Outdoor Life Exposition 


“Outboard Day” was observed on May 8 
at the Outdoor Life Exposition and Motor 
Boat Show being held in the Coliseum, 
Chicago, Ill., this week. It was a definite 
tribute to this fast growing industry and 


| sport. 


| 
| 
| 


At noon on “Outboard Day” several 
hundred manufacturers, distributors, and 
prominent sportsmen attended a luncheon 
at which outboard problems were dis- 
cussed. 


Major Segrave Visits Ives Permanent Exhibit 


Major H. O. D. Segrave, who’ recently | 


smashed all automobile speed records, is 
also an enthusiastic designer of miniature 
trains. 

His prize collection of scale model trains 
practically all hand made by himself is 
probably the most elaborate in the world. 
It includes tiny duplicates of most of the 
famous European trains and a complete 
working model of an imaginary under-the- 
English Channel-tunnel from England to 
France. This tunnel is 18 ft. long. 





| gineer for the 









Major Segrave is now consulting en- 


Ives Corp., Bridgeport, 
Conn., which has built a speedy steam 
type miniature engine from his plans. 

As can be seen in the illustration, Major 
Segrave is viewing the Ives permanent 
display on the ground floor of the Fifth 
Avenue Building, New York, N. Y. This 
exhibit is a replica of the famous Grand 
Central Station in New York, with its 
myriad of tracks on which are running 
miniature trains of all kinds. 
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Crosman’s .22 Repeating Rifle 


The Crosman Arms Co., Rochester, 
N. Y., announces an addition to its line 
in the form of a .22 cal. pneumatic re- 
peating rifle, which is a high-powered 


| repeating pneumatic rifle. 





| 
| 








The new rifle’s outstanding feature is 
20 shots at one loading. The manufacturer 
states that the gun has much more power 
than guns formerly manufactured. It is 
equipped with improved sights, with peep 
or open sight optional, checkered walnut 
stock and forearm, and a special pyrasteel 
valve. 

The Crosman .22 Repeater will sell at 
a popular price and will carry a manufac- 
turers’ guarantee of complete satisfaction. 


The Circus Pony Shoo-Fly 

The Circus Pony Shoo-Fly, a kiddie’s 
rocking chair, is manufactured by The 
Mengel Co., 1900 North Market Street, 
St. Louis, Mo. 

This item is entirely new in design. The 
sides and seat board are constructed of 
plywood, and other parts of. the best grade 
of lumber obtainable. The toy is built to 





withstand rough treatment. This product 
is so balanced that it cannot tip over from 
the forward and backward motion when 
rocking. 

Between the heads an attractive play- 
box, which can be used for small play- 
things, is assembled. Under the seat and 
near the front of the toy is a solid foot 
rest. 

The Circus Pony Shoo-Fly is finished in 
a combination of black, ivory and red wash- 
able enamel, and the play-box is finished 
in ivory. Shipping weight, 15 Ib. 
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Novel 
Window 
Boosted 
Rope 
Sales 


€ 


ANY hardware merchants underestimate the 
trade-pulling qualities of a good window dis- 
play, according to J. B. Serson, proprietor of 

the Serson Hardware Co., 109 East Thirty-first Street, 
Chicago. This firm is fortunate in having the services of 
E, J. Barnes, whose attractive window displays have 
become a neighborhood feature. 

Barnes reasons that a hardware dealer has a better 
chance to make an interesting and appealing window 
display than merchants in any other line of business, 
as the stock the hardware merchant carries is larger, 
more varied and presents a greater opportunity to arouse 
the interest of the average person. He says: “I always 
try to have a different type of window than the people 
generally see and they certainly sell the goods. It is 
possible to dress a window to stop any class of trade you 
want, if you make it interesting to that particular class. 
We never have a window 
that doesn’t move goods; 
of course, some are better 
than others, but believe me, 
it is surprising what results 
you can secure from a good 
window.” 

As scoutmaster of Troop 
No. 576 of the Boy Scouts 
of America, Barnes recently 


Both these window 
displays employ rope. 
The upper photo is 
from the Serson Hard- 
ware Co., Chicago, 
and the lower one 
from Schlafer Hard- 
ware Co., Appleton, 
Wis. 








found it his duty to instruct the Scouts in tying rope 
knots. The thought occurred to him that a window dis- 
play showing the popular knots in general use would 
attract considerable attention, prompted him to dress 
the window we have illustrated. The knots were tied, 
tastefully arranged and wired to the large wallboard 
panel, which was centrally placed in the window and 
served as the basis for the balance of the trim. The 
name of each knot appeared on the board, while a show 
card in the center reading “We can tie all knots except 
the fatal knot—Wedding Knot,’ added a human touch 
of jest. 

Grouped around the panel board, on the floor, short 
lengths of rope of several qualities and varying sizes 
Each coil had a show card labeled 
inch—Sisal Rope—Breaking 
(Continued on page 94) 


were neatly coiled. 
in this manner: 
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THE NEW AMALGAMATION 


ART—SCIENCE— BUSINESS 


By SAUNDERS NORVELL 


the letters that come to the editorial desk. Some 

of these letters are complimentary, but not all of 

them, by a jugful! 

A hardware friend of mine takes exception to some of 
my biblical quotations in a recent letter. He writes: 

“You are reasonably safe in quoting from John 
Marshall, Swinburne or Ibsen. Very few will check 
you up if your quotations are not accurate, but you 
must remember that a few “back-slidden” Presby- 
terians read the HARDWARE AGE also. 

No, it was not Isaiah who said “It is naught, it is 
naught, etc.” You will find this quotation in the 14th 
verse of the 20th chapter of Proverbs; and if I was 
correctly informed in my youth, it was “The Wise 
Man” and not “The Prophet” who wrote the Book 
of Proverbs. The verse reads: ‘/t is naught, it ts 
naught, saith the Buyer, but when he has gone his 
way then he boasteth. ” 

Well, I am glad to be set right, and I am glad that 
my old friend studies my articles so carefully. We do 
not mind criticism in the slightest, but there is one thing 
to which we do object and that is indifference. 


() NE of the compensations of being a near editor are 


Once upon a time I regularly wrote a long General 
Letter to a force of jobbing salesmen. I often wondered 
how closely these salesmen read these letters. One day 
I decided to make a test. Right in the body of the letter 
I inserted a paragraph that had no connection whatever 
with what preceded it or what followed. In this para- 
graph I made a direct offer to send every salesman a 
present, which cost about $5.00, if he would cut this 
paragraph out, attach it to a letter and mail it to me. 
This little plan was rather expensive, as we had a large 
force of salesmen, but it caught a number of the boys 
asleep at the switch. The cost of the presents was a 
good investment. For a long time afterwards the boys 
studied my letters more carefully. 

Another hardware man, having just returned home 
from the Biloxi convention, writes me a letter telling 
all about the convention. Probably a few extracts from 
his letter may be interesting : 

“Your article in last week’s HARDWARE AGE was 
simply glanced at by me, and before stopping to read 
it I want to say that the young lady in our office 
seems to be interested in your articles. Her criticism 
was that it is very true what you say, that a woman 
must watch two things: her gloves and her shoes; 
but, she added, that a hat is equally as important to 
the women. So here is an idea to be used in the 

future. There will be no charge for this suggestion. 


“By the way, I have just returned from Biloxi. I 
want to say that this is the second fine Southern 
Convention of recent years, so much like the old 
conventions prior to prohibition, when men of the 
convention were not afraid to take the ladies. It is 
hoped that they will continue to have many southern 
conventions at Biloxi; that is to say, at the Edge- 
water Gulf Hotel. This place has an atmosphere of 
refinement, which the southern conventions were for- 
merly noted for. * * * 

“In conclusion, I wish to say that this southern 
convention and the one of last year at Biloxi have 
been among the best. 

“By the way, read Charlie Ireland’s talk as well as 
Mr. Millard’s and M. J. Lacey’s. These were de- 
livered at the opening meeting on Wednesday. Mr. 
Ireland certainly talked frankly and his was the 
most stimulating subject of the whole convention, 
creating much gossip and debate. He is the most 
original man in the hardware business. No one 
thought of sleeping while he made his talk. 

“The manufacturers seem bent on impressing the 
assembly with the importance of selling. I ques- 
tioned them, stating that they were probably belit- 
tling, without knowing it, the importance of buying. 
Their reply to me was that the hardware jobbers are 
organized and well trained from the buying depart- 
ments, because there is where they gave their great- 
est attention, but that the selling end of the hardware 
jobbing business is not strong enough today. It is 
weak, according to the views expressed by Lacey 
and others.” 

The remarks of the young lady in the office about the 
hat reminds me of the lady I knew who was subject to 
profound periods of depression. She told me that there 
was only one cure of one of these cases of “blues,” and 
that was to go out and buy herself a new hat. She said 
that in her opinion to buy a hat would cheer up any fit 
of the blues. 


Tue last paragraph of the above letter brings up a 
point that is often discussed, especially when manufac- 
turers get together and gossip—Is the jobber of the 
country doing a good selling job? Are the jobbers of 
the country handling their great army of salesmen to 
the best advantage? 

There are different opinions on this subject. I do 
not propose to discuss the problem at this time, but my 
first reaction, when this question was brought up, was 
that there is a vast difference in the selling ability be- 
tween the various jobbers. 




















HARDWARE AGE for MaAy 9, 1929 - 6 





Some of the best jobbers have first-class merchandis- 
ing men in general charge of the buying and the selling 
force. In traveling about the country and coming in 
contact with these various head men of the jobbing 
houses the difference between jobbers is strongly im- 
pressed upon one. Sometimes very little things lead to 
forming a judgment of the ability of a jobbing house in 
the sales line. 

Here is an instance: In making a trip, following an 
ancient custom that was hammered into me in my early 
youth, I carried a sample of a certain new item in our 
line. I showed this sample to a number of jobbers. 
They were interested and remarked that they would add 
this item to their list. One jobber, however, who stands 
at the very top as far as selling ability is concerned, not 
only studied this new item carefully, but he inquired 
particularly when we would be ready to ship, what 
quantity could we ship and on what date. The next 
request was that I immediately wire my house to send 
by express a sample of this new item for each of their 
salesmen. 


O; course, a manufacturer must be careful not to 
play favorites with new goods, but at the same time what 
happened in this case? This particular jobber had sam- 
ples in the hands of his salesmen ahead of any other 
jobber, and he also received the first shipment of the 
goods when they came out. This gave him an ad- 
vantage over other jobbers of at least thirty days in in- 
troducing these new goods.. The other jobbers who 
were shown the item had exactly the same opportunity, 
but they did not grasp it. They did not seem to appre- 
ciate the value of being ‘the first house to bring out a 
new item. 

I remember one year, on account of crops, finances, or 
some other reason, there was a decided slump in busi- 
ness along in July and August. That year, jobbers all 
over the country were complaining of dull business. 
The bottom had fallen out of business. At this time, I 
was making a trip visiting a number of large jobbing 
centers. It was not pleasant to be told by customer after 
customer that business was off, collections were slow, 
ClC.; EC. 

One day I happened to call on a certain concern, noted 
for their strength in selling. The head of this jobbing 
house did remark that business was just a little slow in 
coming in. He stated they had to push a little harder 
than last year. Then he showed me one of the most un- 
usual and attractively got up booklets I have ever 
seen. The cover of this book was made of cloth, and 
the pattern was Scotch plaid—red, yellow and black. 
That cover simply screamed at you. “Some cover!” I 
remarked; “never saw anything like that before.” 
“Well,” said this merchandiser, “these booklets are going 
to all of our salesmen with special bargains to pep up the 
trade. You see, we had to do something original in 
the way of a cover to attract the salesman’s attention 
and also to attract the attention of his customer when he 
pulls this book on him.” “Well,” I remarked, “that 
cover will certainly command attention.” 

Then I turned the pages of this book and there were 
all kinds of goods, which had been selected out of stock 
to clean up. No two pages in this book were alike. The 


cuts had been especially prepared. The reading matter 
commanded immediate attention, not only because of 
what was said, but also because of the set-up of the 
type. You know, a good printer can make type talk. 
Some jobbers, in getting out their catalogs, do not ap- 
preciate this fact. They get out catalogs with standard- 
ized covers and standardized printing all the way 
through. Now, anything that is standard does not com- 
mand our attention. 

Suppose you drove along a street, such, for instance, 
as you see in the suburbs of London, where all of the 
houses are built of brick, all two stories high and all 
have just a little garden in front. Not one of these 
houses is different from the other houses. Do you sup- 
pose that any one of those houses would command your 
attention? It certainly would not. When I think of the 
drab and uninteresting in life, I always think of those 
London streets of the poorer quarters. I would rather 
live in the heart of the jungle in Africa than on one of 
those streets. At least in the jungle one would have 
variety. 

On the other hand, just think of a salesman devoting 
his entire life to turning over the pages of a catalog that 
has no originality and is just like every other catalog in 
the world. 

This catalog to which I refer was entirely different. 
As a sales manager I was very much interested and took 
occasion afterward to ask this same jobber if this cata- 
log had been successful in increasing their sales during 
that dull fall. He replied that it did. He said this 
catalog helped all their salesmen in starting orders. This 
special catalog was used in connection with their regular 
catalog. 

I suppose when this jobber reads my article he will 
be as mad as hops at me for telling one of his secrets, 
but I do not think giving this information will do the 
slightest harm because I am quite sure that no jobber, 
who hasn’t the merchandising instinct, will ever get out 
a special catalog like this. Some men take to merchan- 
dising naturally, just like a duck to water, while other 
men will never learn the art. Selling isn’t a job; it’s a 
state of mind. 


"Tue other day I happened to be in a meeting where a 
large manufacturer was talking fo his advertising men. 
They were laying out a campaign of advertising cov- 
ering a whole year. A very large sum of money had 
been appropriated for the purpose. This prominent 
merchant sat at the table, facing his advertising man- 
ager and his advertising agent. He said: “First of all, 
our advertising must command attention. It doesn’t 
make a bit of difference what you have to say in the body 
of the advertising unless the advertisement is prepared in 
a way to command attention. Otherwise people will not 
read it and, of course, if they do not stop to read your 
ad, then they do not know what is in it. 
“The next thing,” said this merchant, 
advertising to be original. I want it to be different from 
the advertising of any other concern in our line. If you 
spring any of this standardized advertising on us this 
year, both of you had better look for another job for 
(Continued on page 100) 
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Wedding Gift Merchandise 
Requires High Grade Show Cards 


UNE is the month of weddings. 
Weddings suggest presents for 
the bride, and with the possible 

exception of precious stones, pearls 
and jewelry, these wedding gifts may 
be purchased in the hardware store. 

The ladies are getting the habit of 
going to the hardware store for what 
they want, and no better idea could 
be worked out to get them into the 
store than a window display of wed- 
ding gift suggestions. 


O: course, this idea is best carried 
out with the aid of attractive show 
cards. The illustrations on the show 
cards in this article were clipped 
from the ads in HARDWARE AGE, care- 
fully cut out and pasted on the show 
card with common library paste. Be 
careful to distribute the paste evenly 
over the back of picture, after first 


deciding just where you want the pic- | 


Table * 
Cutlery 


A practical and useful 
Suggestion / 





Cards 11 x 14 inches with two- 

tone gray border. They were 

done quick time and the Draw- 
let pen was utilized. 











By Joseph Bertram Jowitt 








Silverware 


for the 


June Bride 











ture pasted on the card. You will 
have no trouble in pasting it on 
straight if you draw a faint outline 
around the picture on card. You will 
have to work rather quickly as library 
paste is a quick drying compound. | 
The moment the picture is fastened | 





vertising is keeping at it. Constant 
hammering, and show cards _ will 
bring the greatest results considering 
the time spent and money invested 
than any other method of advertis- 
ing. 

The large department stores and 
specialty houses spend thousands of 
dollars yearly on show cards. 

Very often the window trimmer is 
at his wits end for new ideas, some 
follow a chart of set rules for dis- 
playing seasonable merchandise, but 
the fellow with original ideas these 
days is the one who wins. 


| HE success of the chain stores 


to card, place a piece of cardboard or | lies to a certain extent in the uniform- 


paper over it and with clinched fist, | 
using a rotary motion press evenly 
and firmly. The picture will look as 
if drawn on card. 


I HE window display scheme could | 


worked out in several different 
upon 


be 
ways depending largely 
space available. 

A descriptive show card suggest- 
ing practical gifts for June Brides, 
may be placed in the window without 
displaying any merchandise. This 
same card could be working inside 
the store for the twelve months in the 
The secret of successful ad- 


year. 











ity of their window displays, attractive 
and not too fancy show cards and 
modern ideas of originality. The 
keeping of merchandise in ship-shape 
and spotless condition. The public 
will not overlook dirt and disorder, 
this applies to show cases, shelves 


'and window fixtures. 


the | 





After a display of practical wed- 
ding gifts—comes wedding anni- 
versary gifts, known as “showers” 
those who have been married, five, 
ten and fifteen years and so on. There 
is the “Woodenware Shower” the 
“Tinware Shower” and the Silver- 
ware anniversary. Such displays as 
these would interest every one and 
bring the woman into the store mak- 
ing new customers and increasing 
hardware sales. 

The best type of lettering to use on 
these show cards is a thin block let- 
ter like that which is shown on the 
“Community Plate” show card. A 
light gray or brown card with white 
lettering is also very attractive. 

From time to time we have pub- 
lished the names and addresses of 


| different firms who make a specialty 
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of selling show card brushes and sup- 
plies for the benefit of those who are 
not able to purchase these necessary 
supplies in their own town. Harp- 
WARE AGE would be glad to supply 
these firms names to any one upon 
request. 


I; is not necessary to purchase a 
large quantity of supplies. Herewith 
are a few suggestions to help the 
beginner select what is absolutely 
necessary to make the right start. 

There is no such thing as a cheap 
show card brush that amounts to 
anything, and pure red sable hair is 
the only kind to buy and the cheap- 
est in the end. 

Four Red Sable lettering brushes, 
Nos. 6, 8, 10 and 12. Two dozen 
assorted lettering pens Nos. 1, 2, 3, 
4,5, and 6. (These pen points will 
fit in an ordinary pen holder.) 

One-half dozen, two ounce jars of 


show card water colors, assorted— | 





black, white, red, blue, green and yel- 
low. 

With the possible exception of a 
two foot ruler the above is all that 
the beginner will require to start with. 
Never forgetting the three important 
P’s PRACTICE, PATIENCE and 
PERSEVERANCE. 

The show cards reproduced here are 
necessarily greatly reduced in size, the 
originals being 11 x 14 in. They are 
also much more attractive in their 
originals. The Tudor plate card, for 
instance, is colorful by reason of the 
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cutout chest, printed in red and black 
on india paper. This, mounted to 


the card and bordered in gray, is very 
effective. 
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Ten and fifteen minutes were 
spent in producing these high 
grade show cards. 
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Business Prospects for 1929 Reflected 
in Basic Conditions 


Editor’s Note:—Mr. Simonds, | 


president, Simonds Saw & Steel 
Co., Fitchburg, Mass., is a keen 
student of business conditions 


| movements 1, 2, 3, 4. We suggest that 


and of the basic factors which | 


govern commerce. Under the title | 


“Looking Ahead” he contributes 
to the business world an analysis 
of money, rates, commodity 


prices, building contracts, volume | 
of manufacture, and the relation | 


of these factors to general busi- 
ness conditions. This article is 


such a contribution and worthy of | 


earnest attention. 

N the chart with this story we 

show the major movements since 

1922 of money rates (commercial 
paper rates, New York), of building 
contracts, of average wholesale com- 
modity prices, and of the volume of 
manufacture in the United States. 
From 1920 to 1923 there were in 
money rates, in building contracts, in 
prices, and in the volume of manu- 
facture, in each case, two major 
movements, one down and one up. 
These swings were so wide that, al- 
though they fortify the deduction to 
be made from the chart, we omit 


them in order to show the movements | 


since 1922 on a larger scale. 


Since 1922 there have been five | 


major movements in money rates. 
We have reversed these movements 
because the volume of manufacture 
increases with falling money rates 
and decreases with rising 


money | 


rates. We have numbered these five | 
movements in money rates reversed, | 
i, 2, 3, 4, 5. Data is from the Federal | 


Reserve Bulletin. 


There have been five major. move- | 
ments in building contracts awarded | 
as reported by the F. W. Dodge Cor- | 
poration. We have numbered these | 


movements 1, 2, 3, 4, 5. 


There have been five major move- | 


ments in average wholesale commod- 
itv prices. We have numbered these 
movements 1, 2, 3, 4, 5. Data is from 
the Harvard Economic Society. 
There have been four major move- 


By ALVAN T. SIMONDS 


ments in the volume of manufacture | 
as reported by the Harvard Economic 
Society. We have numbered these | 


readers study the chart and the facts | 
that it shows. Then, with these facts 
in mind, together with any and all | 
other facts that they possess bearing | 
upon the matter, let them draw the | 
major movement number 5 of the 
volume of manufacture as the evi- | 
dence indicates it will probably de- | 
velop. Please notice we specify facts, 
not impressions, opinions, hear-say, | 
tips, hopes, or fears. Think logically, | 
clearly, coldly. Let there be more 
light and less heat. 


1923 1924 1925 


1926 


Instead of the volume of manu- 
facture, we might have used indus- 
trial production from the Federal 
Reserve Bulletin, any standard curve 
representing so-called general busi- 
ness, or the sales of any one of the 
great majority of businesses in the 
United States. The resulting chart 
would have differed but little and the 


| deduction to be made from it would 


have differed not at all. If the reader 
is engaged in business, let him try the 
curve of the sales of his own organi- 
zation. With most industrial organi- 
zations the yearly peak comes in the 
spring, but with others, in the fall, 
1929 
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and, in some cases, in the summer or | let each reader look ahead for himself ; 
| brought about by increasing cost of 


winter. In such cases, the high points 
of the upward movements would or- 
dinarily occur at the time of the an- 
nual peak. 

We do not know, of course, that 
movement number 5 of money rates 
is completed. In fact, it is very likely 
that it is not yet complete. We can 
also say the same about movement 
number 5 of building contracts. Prob- 
ably the same is true about movement 
number 5 of commodity prices. 

Surely every reader will agree that 
upward movement number 4 of the 
volume of manufacture is not going 
to continue forever and that there 
will be a number 5 major movement 
downward beginning some time in 
the next two or three years. When 
will it begin and how long will it 
continue? In the light of the facts 





and decide. 

Since the very severe depression of 
1921, business men and students of 
business have been studying how to 


avoid a recurrence of such a depres- | 


sion or of a depression even in milder 
form. President Hoover is greatly 
interested in this problem of smooth- 
ing off the road of business. He evi- 
dently believes, and many others have 
come to agree with him, that if it is 
known that a falling off in business 
is threatened much can be done to 
prevent such a falling off, or, at any 
rate, much can be done to reduce it. 
It seems right now that this is the 
great lesson that must be learned in 
the management of business in the 
United States. In business as we have 
just used it we include banking as 
well as production and distribution, 
for it is becoming more and more 





evident that business depressions are 


borrowing funds with which to con- 
duct business, to make business ex- 
tensions, and to carry on building op- 
erations. 

It seems clear that the increase in 
the cost of credit for commercial uses 
of 50 per cent (from a rate of 4 per 
cent to one of 6 per cent) from Janu- 
ary 1, 1928, to April 1, 1929, was 
caused by the unusual demands for 
credit to be used in speculation. Is 
this to be followed by a recession or 
a depression in business? If this turns 
out to be the case, then the gains to 
general welfare in the United States, 
if any, that have come as the result 
of the great speculative activity of 
1927 and 1928 must be balanced 
against the losses to general welfare 
of such a depression. Will the bal- 
ance be in red figures or in black ? 





“Southeastern” Plans 


’ NHE annual convention of the Southeastern Retail 
Hardware and Implement Association, to be held 
at Atlanta Ga., May 14, 15, 16, promises to be 

one of the best that this progressive organization has 

ever held. The 1929 year book and convention program 
certainly foretells a carefully planned, constructive and 
practical meeting, with a record attendance. 

The “Southeastern” is composed of four associations ; 
those of Alabama, Florida, Georgia and Tennessee. Each 
association has its own officers, holding its individual 
identity, while cooperating actively in the big joint 
association. 

The Southeastern is also extremely fortunate in the 
selection of Walter Harlan as Secretary, and Reese 
Davis, Assistant Secretary. These men know the South 
and the problems of the southern hardware dealers, and 
the growth of the Southeastern reflects that knowledge 
and its application. 

This year’s program is handled largely by members of 
the association, with summarizing addresses by promi- 
nent figures in the trade. It deals with “Buying for 
Profit”—“Operating for Profit” and “Planning for 


Banner Convention 


Profit.” These important questions will be introduced 
by some of the livest hardware men of the Southeast, 
and will be open for general discussion by the members. 
Summarizing addresses will be delivered by Harold 
3ervig of the National Retail Hardware Association, 
and Llew S. Soule, Editor of HARDWARE AGE. 

In addition, Donald McDonald, vice-president, B. F. 
Avery & Sons, Louisville, Ky., will deliver an address 
on merchandising for profit. 

Both the convention sessions and the big exhibit of 
hardware and allied lines will be held at the Auditorium 
Armory. Three hotels are designated as headquarters. 
The Henry Grady Hotel will house the Alabama dele- 
gates; the Winecoff will be headquarters for the Florida 
and Tennessee members, while the Georgia participants 
will hold open house at the Ansley. The registration at 
these hotels already indicates a record attendance. 

The entertainment features include an informal dance, 
theater parties, special luncheons and auto trips. The 
ladies are to be especially entertained, and plans are 
being made to care for more than the usual number of 
hardware men’s wives and families. 





A Reader of HARDWARE 


NDICATIVE of the esteem in which HARD- 

WARE AGE is held among its readers is the 
following letter from R. F. Mead: 

“It was our pleasure to have mailed you under 
date of April 8th our voucher for TWO YEARS’ 
subscription to the HARDWARE AGE. 


AGE for Thirty-five Years 


The writer has been a constant reader of the 
HARDWARE AGE for 35 years and when it was 
IRON AGE, and does not figure on quitting at this 


late date.” 


(Signed) R. F. MEAD. 
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A dignified display of wedding gift merchandise by the Smith-Winchester Co., Jackson, Mich. This window is an excellent 
example of good presentation for this line. 


Will June Wedding Bells Make 
Your Cash Register Ring? 


to love,”—and as a result, June stands out as the 

most prolific month for sealing the matrimonial 
compact. Are you securing your share of the profits 
made possible by “gift showers” for the bride and 
wedding presents? Advertisements and window dis- 
plays featuring the many articles in a hardware store 
that are suitably beautiful and practical for either show- 
ers or wedding presents, will make the wedding bells 
ring in the right place—the old cash register. 

What more appropriate gift could the newlywed’s 
receive than an electric refrigerator, radio set, washer, 
ironer, combination stove, sets of silverware, carving 
sets, or electric table appliances? Gifts of this kind 
bring pleasure to the users and are further enhanced by 
long life and genuine practicability. | The same is true 
of hundreds of kitchen and household articles found in 
every hardware store. 


i fe the Spring a young man’s fancy lightly turns 


A LITTLE diplomacy in going after this business, 
coupled with good tastefully dressed windows and the 
proper kind of advertising will promote a profitable rev- 
enue for any hardware merchant. Some dealers have 
found it desirable to keep close tab on the marriage li- 
censes granted in their county, through reading the local 
newspaper. They then write both the bride and groom a 





personal and individual letter of congratulation and 
express the wish that they may have the pleasure of 
serving their future requirements in the hardware line. 
Others have found that an invitation to call and accept 
a wedding gift from the firm, has been productive in 
securing the good will of the newly-weds, providing a 
basis for future transactions. 


Tue wrapping of gift packages has not received the 
attention of hardware dealers, that it has in competitive 
hands, and it is up to the hardware dealer to remedy this 
condition and to make it known that he is prepared 
to wrap gift merchandise in a suitable manner. If for 
instance a lady desired a $35 coffee urn for a wedding 
gift, and if she knew that the hardware store would roll 
it up in a piece of 40 lb. Brown Kraft paper, tie a string 
around it and call it wrapped, when she knew if she 
purchased it at most any other store it would be care- 
fully wrapped first in white tissue paper; tied with a 
colored silk ribbon; a card of good quality provided; 
then packed in a regular card board gift box; again 
wrapped in heavier white tissue paper; and again tied 
with silk ribbon having a fancy bow—where would she 
make her purchase? 
(Continued on page 94) 
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Machine Tool Industry Adopts Standardized 
Price Book and Sheets 


pages was discussed at some 

length in Harpware AGE about 
ten months ago through publication of 
readers’ letters on the question, “Why 
Have Different Sized Catalog Pages?” 
The concensus of opinion seemed to in- 
dicate a page 8% by 11 inches was 
favored. 

Now, the Associated Machine Tool 
Dealers and the National Machine Tool 
Builders’ Association have adopted a 
new price book and price sheet stand- 
ard with a uniform page size of 8% 
by 11 inches. These organizations have 
found there has been great difficulty in 
assembling the literature regarding their 
products. There was a great waste in 
space, time and weight when each man- 
ufacturer had a price book or sheet 
of a different size, color, weight or 
trim. 

In a resolution adopted by the tool 
dealers in May, 1928, it was decided to 
appoint a committee to recommend 


BE is om, Giewes of catalog 





changes to a standard basis. 
much work, time and effort, a great 
amount of which was done by E. P. 
Essley, E. L. Essley Machinery Co., 
Chicago, who is secretary of the Tool 
Dealers’ Association, a standardized 
practice has been adopted and will go 
into effect on June 1, 1929. 

The manufacturer is expected to 
print his price lists on standard sheets 
to be furnished him by the dealers’ 
association. In turn, the dealer is ex- 
pected to provide, his own special 
binders for the sheets. The binders are 
available in five sizes, both flexible and 
stiff back. All are identical in design 
and texture of leather. It has been 
suggested that inside men who wish to 
keep their books in a standing position, 
select the stiff back binders and the 
salesmen use the flexible covers which 
do not bulk as much as the others. 

The standard paper is available in 
white, green, buff, pink and gray. It 
will be supplied to the manufacturers 


After | 





in standard, unbroken reams, which 
have been carefully trimmed and 
punched to certain fixed dimensions. 

Abridged 16-position indexes are also 
furnished. The maximum type page 
is 64% by 10% in. Smaller type pages 
may be used if desirable. Each page 
is to be numbered and the date of the 
issue is to be repeated on each sheet. 

It has been advised that no unneces- 
sary matter, illustrations or real catalog 
material be included on these price 
lists, in order that there may be no 
duplicating of data in catalog and price 
lists. 

The dealers’ association has gone into 
complete detail regarding the best meth- 
ods for trimming, punching and print- 
ing the paper, so that the manufacturers 
will be put to no unnecessary expense. 

It is believed that when the tool deal- 
ers secure the uniform pages from the 
various manufacturers and place them 
in their own sturdy binders, many bene- 
fits of mutual advantage will accrue. 


Relation of Small-Order Buying to Wholesale Distribution Costs 
Factors That Affect the Unit of Sales Value Adversely, and Remedial 


According to a “Domestic Commerce” 
report on a study of wholesale distribution 
costs by specific products, published in the 
“Harvard Business Review” for October, 
the factors affecting the unit of sales value 
adversely are: 


1. Hand-to-mouth buying on the part of 
the dealer. 


2. Solicitation of business from dealers 
whose annual volume is so low that 
it precludes the possibility of pur- 
chasing in profitable quantities. 


3. Too frequent solicitation of dealers’ 
business on part of jobber salesmen. 


4. Solicitation of dealers’ business by 
salesmen of too many jobbers. 


5. Sales by jobbers of broken-package 
quantities at standard-package pric- 
es. 


6. Too small a variation between stan- 
dard and broken-package prices. 


As in previous similar analysis of dis- 
tribution costs conducted by the Domestic 
Commerce Division, the size of order 
necessary to “break even” and the average 
sales value per order were worked out for 








Measures Suggested 


four classes of wholesalers handling the 
products of the company studied. They 
were: 

Average sales 


Value of order value per 

to break even order 
Electrical $24.94 $27.28 
Hardware ... 16.07 19.67 
Automotive .. 12.86 15.68 
te 13.68 17.49 


Remedial measures for unprofitably small 
orders, suggested in connection with an 
analysis of wholesale grocery selling costs 
conducted by the Metropolitan Life Insur- 
ance Company, were: 


1, Frank discussion with customers as to 
service rendered as compared with 
volume obtained. 


2. Giving salesmen a commission on 
gross profit to encourage selling 
only profitable orders. 


3. Special service to customers in the 
effort to win the major portion of 
their business. 


4. Sales help to retailers. 


5. Less frequent calls by salesmen and 
refusal to sell broken lots and or- 
ders below a set minimum. 





6. Ceasing to finance inefficient dealers. 

7. Featuring special and seasonal items 
on each trip. 
° 

8. Encouraging retailers to sell in quarter 
dozen, half dozen, full dozen, or case 
lots. 

9. Teaching retailers to extend less 
credit, thereby freeing their capital 
for cash transactions with whole- 


salers. 
Better accounting methods and _ cost 
studies are recommended to reveal the 


relative profitableness of each account, and 
the analysis of distribution costs by com- 
modities is pointed out as essential to drop- 
ping or adding lines on an intelligent basis. 
—Trade Winds. 


April Chain Store Sales 
Pass Record of 1928 


Sales of chain stores and mail-order 
houses continued to mount in April and 
the four months of this year, according 
to the first reports for these periods re- 
ceived yesterday. The F. W. Woolworth 
Co. announced its expectation that the May 
sales will run 40 per cent ahead of the 
corresponding month of last year. 
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J. C. Heckman, Pres., and Louis Porter, Vice- 
Pres., American Chinaware Corp. 


Announcement of the election of Col. 
J. C. Heckman to the presidency of The 
American Chinaware Corp., Chicago, IIl., 
was made on April 26 at a meeting of the 
board of directors. 

For many years Colonel Heckman has 
been an executive of Cheney Brothers, a 
large silk concern. He recently resigned 
this position to accept the presidency of 








J. C. HECKMAN 











the Chinaware corporation. He began his 
industrial career as a chemist for the 
Larkin Co., Buffalo, N. Y. During the 
war he handled all the munition supplies 
for the United States Army and super- 
vised the erection of many supply depots. 
Colonel Heckman ranked as Chief of Sup- 
ply Division and later as Chief of Ord- 
nance Field Service. He was awarded the 
Distinguished Service Medal. 

Louis Porter has been elected to the 
vice-presidency of the corporation and will 
also act as general sales manager. Mr. 
Porter is president of Louis Porter Co. 
of Chicago and is well known as a dis- 
tributive expert, especially in the china- 
ware field. 





The American Chinaware Corp. is a 
merger of many large pottery companies 
of Ohio. Each has been .an important 
factor in the pottery business of the coun- 
try. They have consolidated to secure 


greater eccnomies in purchasing and manu- | 


facturing. 


The constituent companies of the cor- | 


poration now are: The Carrollton Pottery 
Co., Carrollton; French China Co,. Se- 
bring; The Knowles, Taylor & Knowles 
Co., East Liverpool; The National China 


| Co., Salineville; Pope-Gosser China Co., 








LOUIS PORTER 











Coshocton; Saxon China Co., Sebring; 
E. H. Sebring China Co., Sebring; Smith- 
Phillips China Co., East Liverpool, and 
Strong Mfg. Co., Sebring. 

General sales offices will be located at 
37 West Van Buren Street, Chicago, and 
also at 208 South LaSalle Street of, that 
city. 

Other officers of the corporation are: 
Geo. C. Mitchell, vice-president; Ray Y. 
Cliff, vice-president, and Albert Bassett, 
treasurer. 





Empire Level Issues Patent 
Rights to Peerless Level Co. 


The Empire Level Mfg. Co., Milwaukee, 
Wis., has issued a license to the Peerless 
Level & Tool Co., Sterling, Ill., for the 
manufacture of wood and aluminum levels 
with the patented Empire interchangeable 
vial case. 





Electric Vacuum Cleaner Co. 
Enlarges Cleveland Plant 


Increased production has necessitated 
another large addition to the plant of the 
Electric Vacuum Cleaner Co., Inc., of Cleve- 
land, Ohio, manufacturer of the Premier 
electric vacuum cleaner. 








The new unit which will be completed 
by May Ist, is expected to relieve con- 
gestion in the main building occasioned by 
production which is now more than three 
times that of a year ago. 

The Premier factory group now com- 
prises a main manufacturing building with 
over 115,000 sq. ft. of floor space, an ad- 
joining office building, three separate units, 
and a large aluminum foundry. 





Walter H. Neil Passes Aaway 


Walter H. Neil, purchasing agent for 
Peck, Stow & Wilcox Co., Southington, 
Conn., died on April 15. He had been con- 
nected with the company for more than 
50 years. 


Hamp Williams Made Chairman 
Hot Springs Park Commission 


Past President Hamp Williams of the 
N. R. H. A., who is a prominent merchant 
and banker in Hot Springs, Ark., has been 
appointed by President Herbert Hoover to 
the chairmanship of a Special Planning 
Commission which will make a study and 
| have charge of the government's affairs 


| in Hot Springs National Park. 

| Mr. Williams is an old friend of both 
President Hoover and Secretary of Inte- 
rior Roy R. Wilbur, having served as 
Hoover’s food administrator in Arkansas 
during the war. 

The year 1932 will be the 100th anni- 
versary of the founding of the National 
Park, and it is believed Mr. Williams and 
his commission will recommend develop- 
ment of the area so that it will at its best 
during the anniversary year. 





Hardware Dealers Prominent in 
Baseball Display Contest 


Hardware dealers showed up promi- 
nently when the final awards for the 10th 
annual National Basketball Week window 
display contest were announced. 

Nat Wylie, Steel Hardware Co., Wichi- 
ta, Kan., received first prize and W. W. 
Cummins, R. A. Babb Hardware Co., 
Eugene, Ore., won second prize. The 
third award went to Stewart Trumbull, 
B. H. Dyas Co., Los Angeles, Cal. 

Other prize winners were: Paul Dana, 
A. J. Anderson Co., Fort Worth, Tex.; 
C. E. Batchelor, W. J. Pettee & Co., Okla- 
homa City, Okla.; I. C. Gernert, M. S. 
Young & Co., Allentown, Pa.; John Bell- 
more, Gray Sporting Goods Co., Birming- 
ham, Ala. and T. O. Hoagland, A. G. 
Spalding & Bros., Portland, Ore. 

This year the National Baseball Week 
was held from April 1 to 8. It is a period 
set aside by manufacturers and dealers of 
baseball equipment to mark the resump- 
ticn of the game. The Chamber of Com- 
merce of Athletic Goods Mfrs. of the 
United States and The Sporting Goods 
Dealer, a trade publication of St. Louis, 
Mo., sponsor the yearly contest. 











| Wood Shovel & Tool Co. Tells 
| of Search for Its “Big Fist” 
The Wood Shovel & Tool Co., Piqua, 


| Ohio, tells an interesting story of how its 
new medium-priced shovel, the “Big Fist,” 
| was branded. William W. Wood, 3rd, 
| president, reports that the fist now being 
| used as a trade-mark, is the biggest and 
| horniest fist ever found on a human being. 
“Scores of fists were examined and 
photographed before we discovered this 
huge mass of bones and muscles,” said 
| Mr. Wood. “We had a motley crew to 
| pick from—stokers, stevedores, road work- 
ers, lumbermen—and we had every type of 
fist imaginable—square ones, knotty ones, 
round ones, and crooked ones. 

“Finally we came across a big burly 
farmer—and what a fist he had! It took 
13% inches of a tape measure to surround 
it. None of us have ever seen a fist any- 
where near its size.” 
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R. F. Elder Wins A. T. Simonds 
Economic Essay Contest 


Robert F. Elder, specialist in market 
research, has been awarded the Alvan T. 
Simonds prize of $1,000 for 1928 for the 
best essay on “Reducing the Costs of Dis- 
tribution,” according to announcement made 
by the American Management Association, 
which conducted the competition. 

The judges were Dr. Fred E. Clark, 
professor of marketing, Northwestern Uni- 
versity, Evanston, I1l.; Dr. Donald Cowan, 
Swift & Co., Chicago, and E. E. Ames, 
vice-president and director of sales, Gen- 
eral Box Co., Chicago. 

Mr. Elder is a graduate of Harvard 
University and specialist in marketing re- 
search for the Brown Co. of Berlin, N. 
H., and Portland, Me. 

Honorable mention was awarded to Ray 
M. Hudson, assistant director, Bureau of 
Standards, Department of Commerce, 
Washington. The donor of the prize, 
Alvan T. Simonds, is president of the 
Simonds Saw & Steel Co., Fitchburg, 
Mass. 


Lockwood Mfg. Co. to Cover 
South with Own Sales Force 


The Lockwocd Mfg. Co., manufacturer 
of locks and builders’ hardware in South 
Norwalk, Conn., announces that it will 
now cover certain States in the South by 
direct factory representatives. 

For the past 25 years the ccmpany’s 
products have been distributed through 
Henry Keidel & Co., Inc., of Baltimore, 
Md., who have covered for the Lockwood 
company the States of Maryland, Virginia, 
West Virginia, North and South Carolina, 
Georgia, Florida, Alabama, Tennessee, 
Mississippi, Arkansas, Louisiana, Texas, 
and part of Kentucky. 

The above-mentioned territory will be 
covered by the Lockwood sales organiza- 
tion, whch, in a measure, will be the same 
as heretofore. 

Communications should now be addressed 
to either the Lockwood Mfg. Co. at the 
main office in South Norwalk, Conn., or 
its sales office at 16 Reade Street, New 
York, N. Y. 


Hoover Co. Moves Adv. Dept. 


The Hoover Co., North Canton, Ohio, 
announces the removal of its advertising, 
engineering, and patent departments ex- 
ecutive headquarters on May 1 from the 
Railway Exchange Building, Chicago, IIl., 
to the 23rd floor of the new Willoughby 
Tower of that city. 


Corcoran Mfg. Co. to Move New 
York City Sales Office 


On May 15 the New York City office 
of the Corcoran Mfg. Co., Cincinnati, 
Ohio, will be moved to 7 East Forty- 
second Street, to 11 West Forty-second 
Street, in the new Salmon Tower Build- 
ing. P. J. O’Brien, district sales manager, 





will have charge of sales in this district 
on both the automotive line as well as the 
new bathroom cabinet line. 





R. E. Mitchell, Paint Sales Mgr. 
for Dixon Crucible Company 


Coincident with the announcement of 
expansion in paint manufacture made 
recently by the Joseph Dixon Crucible Co., 
Jersey City, N. J., comes the appointment 
of Robert E. Mitchell as manager of the 
paint sales division. 








R. E. MITCHELL 











Mr. Mitchell was formerly associated 
with Valentine and Co., as sales promotion 
manager and was a member of the Execu- 
tive sales staff of that company for a 
number of vears. 


Kranish Bros., Inc. Appoint 
Mohrenne, General Sales Mgr. 


G. F. Mohrenne has been appointed gen- 
eral sales manager of Kranish Bros., Inc., 
10 West Thirty-seventh Street, New York, 
N. Y. This firm is the American repre- 
sentative for R. S. Mitchell, Ltd., Shef- 
field, England, manufacturer of the Mitchell 
razor blade. 


R. Miranda Wants New Lines 


The following letter has been received 
from R. Miranda, P. O. Box 433, Caguas, 
Porto Rico: “I am interested in acting as 
selling agent for crystal ware for table 
and kitchen use. Would also like to get 
in touch with manufacturers of enameled 
cooking utensils. References: National 
Association of Credit Men, 1 Park Ave- 
nue. New York, N. Y.” 


Four Manufacturers Move— 
New York City Joint Office 


The joint New York City offices of 
Vaughan & Bushnell Mfg. Co., Chicago, 
Ill.; Greenlee Tool Co., Rockford, IIl.; the 
Erie Tool Works, Erie, Pa., and Henry G. 
Thompson & Son Co., New Haven, Conn., 
have been moved from 126 Chambers Street 
to 15 Warren Street, New York, N. Y. 

Complete stocks will be available at the 





new address. 





American Flyer Items Now at 
Westinghouse Light Institute 


In the Westinghouse Lighting Institute, 
located in Grand Central Palace, New 
York, N. Y., the Westinghouse company 
is offering to manufacturers who use its 
Mazda lamps in their products an oppor- 
tunity to demonstrate these products at the 
institute. 

The American Flyer Mfg. Co., 2219 
South Halsted Street, Chicago, IIl., has 
taken advantage of this offer and is fur- 
nishing some special equipment. The 
“President Special’’ miniature train, which 
consists of a 12-wheel locomotive, four 
coaches, a club car, diner, sleeper, and ob- 
servation cars, will be on display. The 
train will be equipped 18 Mazda 
lamps. 

In the airport field there will be two 
of the American Flyer company’s new bal- 
loon tired monoplanes and a _ tri-motored 
biplane, which are realistic reproductions 
ot large planes. 


with 


E. Dunn Passes On 


Samuel E. Dunn, of Belmar, N. J., for 
many years affiliated with the Voorhees 
Rubber Co., 105 Hudson Street, New York, 
N. Y., passed away on April 15. His death 
resulted from a continued heart ailment. 

Mr. Dunn was a member of the Old 
Guard. 


Samuel 


Croucher Represents Zenith 
in Southeastern Territory 


H. W. Croucher is now a sales repre- 
sentative for the Zenith Radio Corp., Chi- 
cago, IIl., in the Southeast. He has been 
for the past several years manager of the 
company’s sales promotion department. 
Mr. Croucher will work with James K. 
Polk, Inc., sole distributor of Zenith prod- 
ucts in the Southeastern territory. 

P. D. Terwilliger has succeeded Mr. 
Croucher in the sales promotion depart- 
ment. , 


American Manufacturers Are 
Exhibiting at Barcelona Fair 


Two hundred manufacturers from 
United States are displaying their products 
at the International Exposition of Barce- 
lona, Spain, which opens on May 15. Mer- 
chants and manufacturers from all over 
the world are expected to come to Barce- 
lona. Special offices have been opened on 
the exposition grounds by the American 
Chamber of Commerce in Barcelona to 
assist the American exhibitors and visitors. 


V. K. Wilson Has _— 
Triad Manufacturing Co. 


V. K. Wilson has been appointed assis- 
tant sales and advertising manager of the 
Triad Mfg. Co., Pawtucket, R. I., manu- 
facturer of radio tubes. He is an experi- 
enced radio man and has served for a num- 
ber of years in a similar capacity with 
Tower Mfg. Co., Boston. 
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Wholesale Conference Urges Dis- 
tribution Cost Be Studied 


As a measure looking to the reduction 
of the mounting cost of distributing goods 
from manufacturer and producer to con- 
sumer, the National Wholesale Conference, 
at its concluding session on April 27, rec- 
ommended the centralization of distribution 
cost studies in the Department of Com- 
merce. 

The conference adopted a series of rec- 
ommendations made by its four committees, 
the purpose of which is to bring whole- 
saling under closer scrutiny and to achieve 
closer cooperation between manufacturer, 
wholesaler and retailer in the elimination 
of costly uneconomic practices. 

General measures agreed upon by the 
conference itself were as follows: “There 
is no organized body which is fully pre- 
pared to initiate, organize and carry 
through widespread distribution cost in- 
vestigations, commanding unanimous sup- 
port because of its thoroughness, imparti- 
ality and responsibility, which is essential 
to the general acceptance of its findings. 

“Therefore, it is recommended that the 
Department of Commerce be asked to in- 
augurate a movement to establish a central 
control of distribution cost studies, organ- 
ized, directed and supervised by the De- 
partment, to which trade associations and 
other groups may apply to initiate and con- 
duct such inquiries as may be desired by 
them, in order that the results may be 
published in such form, and with such dis- 
patch, as would foster the extension of this 
type of inquiry and promote the introduc- 
tion of methods adapted to meet the press- 
ing needs for distributive economy. 

“Resolved, That the National Wholesale 
Conference recommend that the various 
trade associations organize an inter-associa- 
tion committee on education to promote a 
better understanding of the functions and 
inter-relations of the various agencies en- 
gaged in distribution.” 





Frank Diel Passes Away— 
Veteran New York Dealer 


Frank Diel, one of the oldest hardware 
men in the State of New York, and for 
many years a retail hardware dealer of 
Syracuse, N. Y., passed away at his home 
in that city on April 25. He was 84 years 
of age. 

Mr. Diel was born in Rochester, N. Y., 
in 1844 and entered the hardware business 
in 1859 as a clerk in a local hardware 
store. In January, 1865, he came to Syra- 
cuse and entered the employ of the whole- 
sale hardware firm of Kennedy, Spaulding 
& Co., as a traveling salesman. He re- 
mained with this company until 1880, when 
he formed a partnership with the late 
W. P. Butler under the firm name of 
Butler & Diel. Ten years later the part- 
nership was dissolved. In 1900 he became 
vice-president and general manager of the 
Syracuse Hardware & Iron Co., which was 
later sold to another organization, and at 
that time Mr. Diel became a manufac- 
turers’ agent. 

He was prominently identified with many 
Syracuse organizations and was well 
known throughout the State. 


O. B. Surpless Urges Boosters to 
Study Taxation Problems 


The growing importance of the need for 
study of current taxation problems was im- 
pressed on the minds of a large delegation 
of Hardware Boosters and their guests by 








O. B. SURPLESS 











Oliver B. Surpless, president Surpless, 
Dunn & Co., New York, N. Y., and Chi- 
cago, Ill., at the April 27 meeting of The 
Hardware Boosters held in the Hardware 
Club, New York. 

The speaker is a student of taxation and 
its effect on the political and economic life 
in this country. He presented statistics which 
showed some of the rapidly mounting taxes 
in various States. Mr. Surpless urged the 
hardware men to take an active interest in 
the taxation problems of the day and stated 
that men must be elected who would check 
the growing expenditure of public funds. 

The speaker was accorded a rising vote 
of thanks at the conclusion of his address. 











CHARLES A. DOSTAL 











Announcement was made last week of 
Mr. Dostal’s appointment as vice-president 
in charge of sales and advertising for 





American Flyer Mfg. Co., Chicago, IIl. 





Indianapolis Cage Corp. Has 
Completed New Large Plant 


The large demand for bird cages and 
stands has necessitated increased produc- 
tion and facilities in the factory of the 
Indianapolis Cage Corporation, 425-37 
West Vermont Street, Indianapolis, Ind. 

To properly care for the increasing busi- 
ness in these products, the firm has recently 
completed a new plant, which provides 
50,000 square feet of working space, and 
is equipped throughout with the most mod- 
ern equipment obtainable. 

In its new quarters the company will be 
able to enlarge its lines and offer to the 
trade a complete variety of lacquered bird 
cages and stands. As the new plant is 
centrally located, every transportation 
facility is available for the distribution of 
its products, which also includes weighted 
base smokers and miniature electric irons. 

This company begun the production of 
bird cages and stands in 1926. Its present 
expansion program speaks well for its 
growth and success in this field. 


John C. Doolittle Dies 


John C. Doolittle, for more than 30 years 
in the hardware and plumbing business in 
Ellicottville, N. Y., passed away in the 
City Hospital, Salamanca, N. Y., on April 
23 at the age of 65 years. Mr. Doolittle 
was a member of the State Hardware As- 
sociation and was born in Canandaigua, 
N. Y 


Louis Ernst & Sons Open New 
Rochester, N. Y., Store 


Louis Ernst & Sons have opened their 
new hardware store at 65 South Ave. 
Rochester, N. Y. This is just a few 
feet from their former location. This 
firm is Rochester’s oldest hardware con- 
cern, having been in business since 1856. 


More Farm Homes Being 


Wired for Electricity 


According to estimates prepared by the 
statistical Department of the National 
Electric Light Association, 842,000 homes 
and farms were wired for electricity during 
the first nine months of 1928. If the last 
quarter showed progress equal to that in 
the third quarter, the total number of wired 
homes on December 31 exceeded 19,000,000. 
It all farms are included in the total num- 
ber of homes, two-thirds of all homes in 
the United States now have electricity; 
excluding farms, about 82 per cent of all 
homes are wired. New Hampshire leads 
with 97 per cent of all homes wired, Sep- 
tember 30, 1928, followed by New Jersey 
with 95 per cent, Rhode Island with 93, 
Utah with 89, Connecticut with 88, and 
Illinois with 85. Arkansas has the smallest 
percentage of homes wired—25 per cent. 
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New ( atalogs and ‘Dealers’ Helps 


Available from Leading Manufacturers 


Blue Line of “The Blue Line Is the 
Modern Line” is the 


Kitchen Tools + 
title of a most attrac- 


tive booklet from the Turner & Seymour 
Mfg. Co., Torrington, Conn., which covers 
the company’s “Blue Line” of kitchen tools. 
This booklet is printed in color, and in 
addition to describing, illustrates many dif- 
ferent type beaters, can openers and knife 
sharpeners. Display stands for the items 
are shown. These are all attractively fin- 
ished and made so that an item from stock 
can be mounted on each display. 





A Converse Morton E. Converse & 

Son Co., of Winchendon, 
be Catalog Mass., has issued its 1929 
catalog relative to a wide line of toys. 
Among the items listed, described, and dis- 
played are blackboards, doll furniture, chil- 
dren’s game table sets, doll houses, express 
wagons, tool chests, trunks and suit cases, 
drums, yachts and pool tables. 





Nicholson File Nicholson File Co., 
Providence, R. I. is 


Display distributing a new dis- 
play which is about 60 in. in height and 
30 in. wide. Four smaller side cards are 
also available and can also be obtained 
from the manufacturer. 





Cut Nail A new catalog which illus- 
and Tack ttates and describes its — 
staples, and small cut nails 
Catalog has been published recently by 
Tower Mfg. Co., Madison, Ind. This con- 
cern, one of the oldest and largest manu- 
facturers of this class of merchandise, will 
send this catalog to any interested dealer. 





The May issue of Door- 
Ways, monthly house or- 
gan of Richards-Wilcox 
Mfg. Co., Aurora, III, is especially inter- 
esting. There is a good story, a joke page, 
several inspirational articles, and descrip- 
tions of how some of the company’s prod- 
ucts are being used. A problem for bridge 
players is also included in this issue. 


Door-Ways 
for May 





Spring More than 45,000 saw users 
Saw-Kerf all over the world have re- 
ceived the spring issue of 
Issued he Saw Kerf, a practical 
little magazine published frequently by 
E. C. Atkins & Co., Inc., Indianapolis, Ind. 
There are 58 articles in this issue, and 
among them those headed: “Veteran Saw- 
maker Hangs Up Leather Apron,” “How 
Saws Helped Dispose of Whales,” “The 
American Walnut Industry,” and other in- 
formation of interest to saw users. 





Ames Shovel Combined Catalog 


Catalog No. 153 No. 153 has recently 
been published by 


Ames Shovel & Tool Co., North Easton, 
Mass. This is an exceptionally well-pre- 
pared catalog printed in color and compiled 
into four sections, according to manufac- 
ture. These sections are: plain back, hol- 
low back, solid shank, and riveted back. 
Shovels, spades, and scoops for all pur- 
poses are described and illustrated in this 
book. 


Millers Falls A complete line of tools 


Tool Catalog are described and _illus- 
trated in Catalog No. 40, 


which Millers Falls Co., Millers Falls, 
Mass., has issued and dated January, 1929. 
This catalog supersedes Catalog No. 39, 
issued early in 1925. Many new lines have 
been added since that date and are shown 
in this book. Among the merchandise 
mentioned are: a new line of planes, screw 
drivers, ratchet braces, bits, drills, hack- 
saw frames, punches, vises, and drills. 


An Apple Machinery _ Boutell Mfg. 
Catalog Co., Rochester, 
N. Y., has pub- 


lished a new catalog devoted to apple 
machinery. It is known as Catalog E, and 
contains descriptions and illustrations of 
double feeders, apple slicers, parers, bleach- 
ers, and root cutters. It is a well-printed 
book. 


A new catalog de- 
scribing its revolvers 
and automatic pistols 
is now available to the trade from Colt’s 
Patent Fire Arms Mfg. Co., Small Arms 
Div., Hartford, Conn. Following a review 
of the company’s 93 years of fire arms 
manufacture and a brief description of how 
the various items are made are illustrated 
descriptions of many types of revolvers 
and automatics. Useful information re- 
garding sights, ammunition, target shoot- 
ing, etc., is also contained in the book. 


Colt Fire Arms 
Catalog 


Carpet Sweeper A colorful display 
stand, modernistic in 


Display Stand leg : 
design, is now avail- 


able to dealers. from the Bissell Carpet 
Sweeper Co., Grand Rapids, Mich. The 
“Hi-Lo Moderne” emphasizes the new “Hi- 
Lo” brush control of the company’s carpet 
sweeper. Folders, cuts for newspaper and 
circular advertising, slides for motion- 
picture advertising, and toy sweeper dis- 
play material are also available. 





Important 
subjects relative 
to camping, 
camp sites, tents, and touring are included 
in “The Camper’s Blue Book for 1929,” 
published and distributed without charge 
by Premax Products, Inc., Niagara Falls, 
N. Y. Thirty leading makers of tents 
have cooperated in compiling this book, 
which shows tents suitable for both motor 
travel and permanent camp. Articles and 
suggestions that aid in planning a camping 
trip are to be found in this book, and the 
advantages of various type tents are point- 
ed out in an interesting manner. A copy 
of this book will be sent without charge 
to interested dealers who write the Premax 
company at Niagara Falls. 


Campers’ Blue Book 
for 1929 


Crosman Pneumatic A new type 
display stand is 


Gun Displ 
nes — now being fur- 


nished by the Crosman Arms Co., Roches- 
ter, N. Y., to dealers: It is made to use 
with either the new Crosman pneumatic 
.22 repeater or the Crosman pneumatic .22 
single shot rifle. Dealers handling the 
company’s products can obtain this display 
without charge, but only on request. The 
display is finished in several colors and 
emphasizes the fact that the pneumatic gun 
has power without powder. 


New Set of New dealer helps 
Coleman Circulars i" the form of 
multi-colored  cir- 
culars for consumer mailings have just been 
prepared by The Coleman Lamp & Stove 
Co., Wichita, Kan., and are available to 
dealers. These circulars cover the com- 
pany’s camp stoves, the line of kitchen 
stoves and ranges, irons, a special circular 
on the line of gas pressure products, and 
the company’s time-table, which tells the 
housewife how long to cook various foods. 
The folders are attractive in design and 
color combinations. Samples will be sent 
on request to the manufacturer. 


Several attrac- 
tive display car- 
tons designed for 
use with its Universal vacuum bottles are 
now available to the trade from Landers, 
Frary & Clark, New Britain, Conn. These 
cartons are colorful, cleverly designed, and 
emphasize effective selling points. One car- 
ton holds three school lunch kits, another 
holds two vacuum bottles, a third contains 
six bottles, and another displays three 
heavy-duty lunch kits. Complete informa- 
tion can be obtained from Landers, Frary 
& Clark. 


Vacuum Bottle 
Display Cartons 
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Modern Dust Pan in Colors 


A long-handled dustpan with an auto- 
matically closing lid is now manufactured 
by Patent Novelty Co., Fulton, Ill. The 
“Prudence Prim” is finished in Chinese 
red, delft blue, apple green, canary yellow, 








and black. The handle stands 27 in. from 
the floor and is of bright coppered wire. 
This self-opening and closing product has 
been manufactured to sell at a popular 
price. 


New Millers Falls Planes 


Of interest to the hardware trade is 
the announcement that Millers Falls Co., 
Millers Falls, Mass., has added a complete 
line of planes. This line consists of 46 
numbers, comprising a broad range of 
bench, block, router, and scraper planes. 

The bench line includes the four well- 
known types of smooth, jack, fore, and 
jointer styles, ranging in size from 7 in. 
to 24 in. and can be furnished with smooth 
or corrugated bottom. ; 

The wood handles are made from care- 
fully selected rosewood, accurately formed 
to comfortably fit the hand and are lac- 
quered, which means longer life. The frogs 








are painted red, and all angles and bear- 
ing surfaces are accurately machined. The 
plane bottoms have been so designed be- 
tween the mouth and frog seat to give 
added strength, so that when the frog is 
clamped to the bottom by means of the two 
machine-cut frog screws, there is no possi- 


bility of the machined surface of the bot- 
toms being drawn out of true or slightly 
concaved. 

The Millers Falls plane has an improved 
lever cap which has a clamping action 
said to be radically different from any 
lever cap heretofore used for clamping a 
single or double cutter in carpenters’ planes. 
The lever cap has a semi-floating tip. The 
lower portion has two lugs cast on the 
upper portion of this floating tip. The 
| floating tip fastened to the upper portion 
of the lever forms a three-point bearing 
which presses the cutter down tightly on 
the frog for the entire length, thereby 
eliminating any possibility of the cutter 
chattering in hard, knotty, or cross-grain 
| lumber. 

The cutters in all the planes are made 
from special analysis crucible steel, heat 
treated. Every cutter is given a Rockwell 
hardness test and is carefully ground to 
a uniform thickness and held to close 
limits. 

The Millers Falls Company is also dis- 
tributing to dealers an attractive display 
| intended to feature the bench line. This 
display is printed in three colors. 

The complete line of planes is shown 
in Millers Falls’ new catalog, No. 40, which 
| has just been mailed to the trade. Also, 
| for distributors, can be furnished an attrac- 
| tive folder featuring this line, and which 
| can be used as an envelope insert. 








The Woodstock Door Closer 


The Woodstock Metal Products Co., 
Woodstock, Ill, is making a new door 
closer in two sizes. The Woodstock No. 
101 with 1-in. barrel is suitable for regu- 
lar size screen doors, while the No. 201 
with 1%4-in. barrel is made to be used on 
doors of a heavier type. Both sizes retail 


at a popular price. 
Woodstock closers embody a combination 





spring and compressed air action, and can 
be installed in five minutes on either right 
or left-hand doors. An exclusive feature 
claimed by the manufacturers is the use 
of a hinged plunger rod which permits the 
door to be swung open to 180 deg. Other 
features set forth by the makers are: rust- 
proof bronze and other finishes; no ex- 
posed springs; air regulating screw always 
on front, making adjustment easy; screws 
in mounting brackets are completely ac- 
cessible for quick installattion, and a lo- 
cating post is provided on the mounting 
bracket to show the exact position where 
the closer should be installed on the door 
jamb. 

Door closers mounted on a wooden dis- 
play stand, as illustrated, can be secured. 





New Favorite No. 130 Gas Range 


The Favorite Stove & Range Co., Piqua, 
Ohio, announces its new No. 130 Gas 
Range, which is now on the market. 

A special feature is found in the thermal 
oven, which is built on the heat-retaining 
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principle of fireless cookery, yet, requires 
no change in the method of operation. 
Not only does this cven save gas by using 
all the heat, but it also makes the kitchen 
a more livable place on hot summer days, 
since radiation is kept at a minimum, says 
the manufacturer. 

The Favorite company was one of the 
first to insulate the oven on the standard 
gas range. 

Combined with the advantage of the in- 
sulation is a durable, heat-retaining iron 
bottom. The sides and corners of the bot- 
tom are cut away, resulting in a free dis- 
tribution of heat to all parts of the oven. 
This construction is said to save time and 
heat and to maintain a more even spread 
of heat than other types heretofore used 
on Favorite ranges. This model is supplied 
in ivory or white finish. 


Plews New Pistol Oiler 


The new Pistol Oiler placed on the mar- 
ket by the Plews Oiler Co., 258 Sexton 
Building, Minneapolis, Minn., is said to 
have incorporated in it the same pumping 
principle as in standard factory models of 
Plews oilers. 

This force-feed oiler can be used for all 
equipment except heavy factory or field 
machines. There are no leather plungers 
or valves, and the drawn steel body has 





been copper-plated. The cap is of solid 
brass and the spout is 6 in. long. The oiler 
is 5 in, high. 

Packed in individual descriptive boxes, 
complete with spring clip holder for ma- 
chine or car. One dozen oilers to a carton. 























HARDWARE AGE for MAY 9, 1929 





Dr. Melvin T. Copeland Discusses Changes 


in Distribution 


Major Changes Have Been of a General Economic 


(Washington Bureau of HARDWARE AGE) 
ISCUSSING changes in distribu- 
D tion, Dr. Melvin T. Copeland, di- 
rector of the Bureau of Business 
Research and professor of marketing, 
Harvard University, in the forthcom- 
ing fact-finding report of the Commit- 
tee on Recent Economic Changes of the 
National Conference on Unemploy- 
ment, declares that the major changes 
in the distribution of consumers’ goods 


have been of general economic signifi- 
cance. These, he points out, include 


such changes as the growth of chain | 


stores and new developments in the de- 
partment store and mail order business 
and in wholesale trade. Changes in 


trade channels during the last ten years, | 


both in industrial marketing and in the 
marketing. of consumers’ goods, have 
occurred, he states. In the industrial 
field the changes are held to have been 
of significance primarily from the 
standpoint of business administration 
rather than for the interpretation of 
general economic conditions. An ex- 
ception to this statement, Professor 
Copeland says, applies to agricultural 
raw materials, the cooperative market- 
ing of which is dealt with in a subse- 
quent section. In many lines of indus- 
trial goods the methods of distribution 
are declared to have been highly un- 
settled, without an indication’ as yet 
of what the trend is to be. 

“In marketing consumers’ goods, some 
of the changes in distribution have been 
primarily of significance to business 
executives without broad economic im- 
plications,” says Professor Copeland. 
“An example of this sort might be 
found in a study of the position of the 
broker in the grocery trade or in the 
increased use of public warehouses by 
manufacturers who deem it necessary 
to carry stocks at strategic points for 


distribution to retailers and _ whole- 
salers.” 
A table is presented showing the 


number of chain and unit (indepen- 
dent) stores, together with their total 
and percentage of sales in 1927, based 
on a survey in 11 cities conducted un- 
der the auspices of the Department of 
Commerce. It shows 2111 independent 
hardware stores with sales of $74,- 


Significance 
By L. W. MOFFETT 


| 289,900, or 90.8 per cent of the total, 
the number of hardware chain stores 
| being 361, with total sales of $7,508,- 
300, or 9.2 per cent of the total. 
“Chain stores were in existence and 
prominent prior to 1922, and no new 
management or operating methods of 
outstanding significance have been in- 
troduced in the chain store field since 
1921,” the report says. ‘Hence the 
expansion of the chain store business 
cannot be attributed to new discoveries 
or to radical improveménts in methods 
of management and operation. Never- 
theless, the economies in operation, re- 
sulting from the elimination of credit 





and delivery expenses and from stand- | 


ardization of methods in chain stores, 


| which had been significant prior to | 


1920, * * * were particularly potent 
after the crisis of 1920. The period 
| since 1922 generally has been one of 
price competition with a premium on 


stores in many instances 
| aggressive management, which thrived 
on price competition. As their volume 
of sales increased, the chain store com- 
panies were able to exert greater pres- 
sure on manufacturers in highly com- 
petitive markets, and thus in some 
instances to secure special concessions 
in discounts, advertising allowances, or 
other forms of secret rebates.” 

Dr. Copeland points out that an 
external influence affecting the growth 
of chain stores in various trades was 
the influx of new capital as a result 
of the activities of investment bankers 
in promoting chain stores in order to 
obtain securities for sale during the 
stock boom. This activity of the in- 
vestment bankers in the chain store 
field is said to have been particularly 
noticeable in 1926 and 1927, the years 
during which the growth of the chain 
stores was most rapid. 

“The expansion of the chain store 
type of organization represented an 
application of the capitalistic form of 
organization to several branches of re- 
tail trade which previously had been 
operated in small units,” the report 
declares. “Some of the chief problems 
arising from this development remain 
to be faced. Attention has been called 
to the large scale of some of the chain 
store enterprises and to certain alli- 
ances that have been formed between 
chains in different fields. The -growth 
of large retail organizations has re- 





economies in operation, and the chain | 
have had | 


|} sulted in the development of buying 
| power, which leads to a demand for 
concessions of various sorts from manu- 
facturers. The situation is somewhat 
analogous to the conditions which once 
existed in the railroad business, when 
large shippers sought and_ received 
preferential treatment.” At one point 
Dr. Copeland says that “The fact that 
| so few unit stores have materially im- 
proved their methods of management 
and operation points to one of the 
major reasons for continued chain store 
| growth.” 

Dr. Copeland next deals with depart- 
| ment stores and mail order houses, 
comparing their character with that 
| of chain stores and explaining competi- 
tive conditions between these different 
| groups and single units in retailing 
lines. His discussion on this subject 
will be presented in the next letter. 


| 


Representative M. Clyde Kelly of 
Pennsylvania has_ reintroduced the 
Kelly-Capper price standardization bill, 
and while he said he does not expect 
action to be taken on it at the present 
session of Congress, he hopes for fa- 
vorable action at the regular session 
beginning next December. Mr. Kelly 
told "HARDWARE AGE that sentiment in 
favor of the bill is increasing, and is 
of the opinion that it will continue to 
| do so the more it is understood. It is 
| his view that the report of the Federal 
| Trade Commission on retail price main- 
| tenance neither aided nor injured the 
| legislative situation. The fact that 

manufacturers, wholesalers, and inde- 

pendent retailers are strongly in favor 
of resale price maintenance, as dis- 
| closed by the Commission’s report, Mr. 
| Kelly pointed out, was already well 
—— The Congressman is making 

a careful analysis of the report as it 
| related to the consumers, which showed 
| 
| 





that a majority of the latter class are 
opposed to the idea, but after study- 
ing the report and explaining features 
which apparently are not clearly un- 
derstood by consumers, it is believed 
that they will see the matter in a more 
favorable light. The farming commu- 
nity especially voted against resale 
| price maintenance, and this is held to 
be due largely to the lack of educa- 
| tional work among this class of con- 
| Sumers. 
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GENERAL MARKET NEWS 








Hardware Trade Faces Summer 


With Excellent Outlook 


NEW YORK, May 8.—The consensus of reports from important 
market centers this week indicate that, despite some adverse 
weather conditions, the hardware trade of the country is enjoying 
marked activity and a firm steadiness in the price situation. 

Recent opinions that there is a good outlook for trade throughout 
the summer months appear to be well founded. The steel industry 
continues to report heavy orders that will last well through the 


summer. 


This, of course, indicates activity in other lines such as 


the automobile industry, building construction, bridge work, etc. 
In the agricultural districts the condition of crops generally is 
very encouraging and as settled weather conditions arrive business 
improves immediately. Even where backward weather has been 
rather persistent, volume is holding up well in staple hardware 


items as well as seasonable merchandise. 


In the case of spring 


goods jobbers are filling many reorders. 
Prices are mainly unchanged and there is no indication at present 


of any drastic changes. 
generally. 


Collections are reported to be improving 





Bank Debits Fall 9.3 Per Cent to 
$16,638,000,000 Total 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended April 
24 aggregated $16,638,000,000, or 9.3 per 
cent below the total reported for the pre- 
ceding week, and 3.9 per cent above the 
total for the corresponding week of last 
year. 

Aggregate debits for 14 centers for 
which figures have been published weekly 
since January, 1919, amounted to $15,816,- 
000,000, as compared with $17,434,000,000 
for the preceding week and $13,225,000,- 
000 for the week ended April 25 of last 
year. 


Index of Farm Prices Drops Two 
Points During Month 


The index of the general level of farm 
prices declined 2 points from March 15 to 
April 15, according to the Department of 
Agriculture on April 29. At 138 per cent 
of the pre-war level on April 15, the index 
is also 2 points lower than a year ago. 

The decline during the month ended 
April 15 was the result of a general de- 
cline in the farm prices of all crops, live 
stock and poultry products, calves and 
wool, which was only partly offset by 





increases in the prices of hogs, beef cattle, 
sheep, lambs, horses and chickens. 

On April 15 the several indices of farm 
prices of agricultural products by groups 
were below the March 15 figure by the fol- 
lowing amounts: 

Poultry products, 17 points; grains, 4 
points; cotton and cottonseed, 3 points, and 
fruits and vegetables and dairy products, 
2 points. The index for meat animals 
alone showed an increase, the advance 
amounting to 4 points. 

Prices paid by farmers for commodities 
bought were 156 per cent of the pre-war 
level on Dec. 15, 1928 (the latest data 
for which these figures are available) as 
compared with 153 per cent in December, 
1927. 





Fishers’ Price Average Again at 
96.7% for Week 


Prof. Irving Fisher of Yale University 
announced on April 28 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 96.7 per cent. 
The March average was 98.3 per cent. 
The purchasing power of the dollar was 
103.4c. on a 1926 basis of 100c. The 
March average was 101.8c. 

Crump’s Index of English prices for 
the week on the revised 1926 level was 
93.5. The March average was 94. 

The Italian index on the revised 1926 
basis for the week ended April 6 was 75.2. 





Continental Ventilators Reduced 
New Price List Issued 


The Continental Screen Co., Detroit, 
Mich., announces new prices on Conti- 
nental ventilators which show a reduction. 
The new prices include the company’s new 
“Deflektair” wood frame model with metal 
center. The prices are effective immedi- 
ately, and are as follows: 

De-Flekt-Air, No. 63 (6 x 33), $2.45; 
No. 87 (8 x 37), $3.45; No. 88 (8 x 48), 
$4.70, and No. 117, (11 x 37), $4.70. 

Continental wood frame cloth ventilator, 
No. V-836, $2.45; No. V-923, $2.50; No. 
V-937, $3.45; No. V-949, $4.70; No. V- 
959, $5.30; No. V-1537, $4.70; No. V-1549, 
$6.25. 

Continental metal frame cloth venti- 
lators, No. 833, $2.80; No. 837, $3.45; No. 
845, $4.40; No. 1137, $4.70; No. 1145, 
$5.30; No. 1437, $5.95, and No. 1445, 
$6.75. 

These prices are all net sper dozen. 


Jobbers’ First Quarter .Repert 
Shows Gain Over Last Year 


For thé first three months of the year 
wholesale trade was about 1 per cent 
greater than during the same peried of 
1928, the largest increase being shown by 
firms handling meats and drugs, accord- 
ing to the Federal Reserve Board an- 
nouncement of April 29. 

Wholesale distribution during March 
was larger than in February, a seasonal 
tendency, heavier sales having been re- 
ported in all lines of trade, although sales 
of groceries, boots and shoes, and drugs 
showed somewhat less than the usual sea- 
sonal gain. 

Sales of agricultural implements, which 
are not included in the board’s index of 
wholesale distribution, were larger in 
March than in the previous month. 

Percentage increases in March as com- 
pared to February were: Groceries, 7.4; 
meats, 2.3; dry goods, 9.8; men’s clothing, 
19.2; boots and shoes, 30.2; hardware, 24.9; 
drugs, 13.8, and furniture, 14.7, with an 
average gain of 11.9 per cent. There was 
a fraction of a per cent reduction in March 
trade, compared to the same month a year 
ago. Percentage follows: Increases— 
meats, 11.4; dry goods, 5.3; men’s clothing, 
3.8; hardware, 0.3. Decreases—groceries, 
6.2; boots and shoes, 0.7; drugs, 1.2, and 
furniture, 2.1. 

Stocks of reporting firms were generally 
smaller at the end of March than either a 
month or a year ago. 
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Improved Demand and Minor Price Fluc- 
tuations Are the Features at Chicago 


CHICAGO, May 7.—Business with local wholesalers has shown im- | 


(Chicago office of HARDWARE AGE) 


provement during the past week. Current orders for seasonable 
goods are large and numerous, while staples continue to move in 


healthy volume. 


Both dealers and jobbers unite in expressing the 


opinion that warmer weather would further stimulate activity. The 
advent of daylight savings time in the Chicago district is respon- 
sible for a better demand in painting supplies, gardening equipment 
and sporting goods, as the plan provides an extra hour of daylight 


to follow these pursuits. 


Lower prices are effective on solder, copper ‘“‘code” wire and two- 


piece attachment plugs. 


The revised prices are quoted herewith. 


With the single exception of butt and hinge manufacturers, all 
makers of builders’ hardware products have announced higher 


prices. 


will be compelled to advance the balance soon. 


Jobbers have already followed some of the advances and 


Manufacturers of 


coil (pound) chain, lawn sprinklers, hose nozzles, couplings and 
prepared roofing have also announced advances, but local jobbers’ 
prices have, thus far, remained unchanged. 


March collections were generally 
heavier than in February, but fell be- 
low a year ago. Comments on this 
item indicate that collections are poor 
in certain localities and only fair in 
others. 


AUTOMOBILE ACCESSORIES.—The 
demand for tires and tubes has im- 
proved. Some aggressive dealers are 
selling a large number of tires. Rumors 
of higher prices have subsided and quo- 
tations are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each: Cham- 
pion X, "45¢. each; Champion Blue 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, $1.85 
each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty cord, $4.85: Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; ey double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes: 30 x 314, Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each: 
29 x’ 4.40 Liberty, $1.29 each: 32 x 
6.50, $2.70 each. 


BASEBALL GOODS.—This line is very 
active. Many dealers have found it 
necessary to replenish their stock of 
baseball goods at frequent intervals. 
Prices are firm and unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO 
Louisville Slugger Bats, $18. 00 doz.* 
ag League ls, Goldsmith No. 
$16.50; Goldsmith Double-Play 
Fielders’ Glove (Horace Ford and 
Hughie Critz), $6.00 each; Goldsmith 
Bear Cat Special Fielders’ Glove, 
$2.35 each. 


BICYCLES.—Sales are about normal. 
Firm prices prevail. 


No. 3280, 


No. 


21, 





| 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 


Double Bar Motor-Bike 
$26.25; ladies’ model, $25.90; 
and boys’ juvenile model, $23.6 


BOLTS AND NUTS.—Demand is good, 
due to the need for spring repairs. No 
price changes are expected before 
July 1. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Carriage bolts, cut thread, 60 per 


Model, 
girls’ 
0. 


cent discount; machine bolts, cut 
thread, 60 per cent discount; all stove 
bolts, 75-10 per cent discount; lag 
screws, 60 per cent discount. 
All discounts are quoted from “full 
case” lists. 
BUILDERS’ HARDWARE.—Demand 


is showing improvement. Local job- 
bers will soon be forced to raise their 
prices in line with manufacturers’ re- 
cent advances. Butts and hinges are 
practically the only exceptions to the 
general advance in builders’ hardware. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5.75 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.60 per set; wrought brass bit- 
keyed front door sets, $2.60 per set: 
cylinder front door sets, $6 per set. 
CHAIN.—Makers of coil (pound) chain 
have announced advances of 25c. per 
ewt., but local wholesalers are contin- 
uing to sell at old figures and report 
heavy sales. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
¥ -in. Proof coil chain, $8.75 cwt. 
base; trade marked coil chains, 40- 
10 per cent off list. 


COPPER RIVETS AND BURRS.—De- 
mand is excellent. Manufacturers re- 
cently announced a slight price reduc- 
tion, but local jobbers’ prices are not 
affected, as they never followed makers’ 
prices to the peak. 





JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. CHICAGO: 
Copper rivets and burrs, 

cent discount. 

EAVES TROUGH, CONDUCTOR 

PIPE, ETC. — Prices continue un- 

changed on the season basis named last 

fall. Sales are quiet. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

28 gage single head lap joint gut- 
ter, 5-in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3 in., $4.20 per 100 
ft.; plain ridge roll, 1% in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERCHANDISE.—Ap.: 
pliances are in good demand. Lower 
prices are quoted on code wire and at- 
tachment plugs. Dry cells are now 
packed 50 to the box, and less than full 
box lots are 36c. each. 


JOBBERS’ ot epee TO RE.- 
TAILERS, F.O.B. CHICA 
Electrical acne = . No. 
rubbber covered wire, $7.25 per 1000 
ft.; in less than 1000 ft. lots, $7.50 
ft.; No. 18 lamp cords, $14.00 per 1000 
ft.; in 1000 ft. lots, $13.00; % brush 
brass key socket, 13c. each; lots of 
25, 12%4c. each; Two way plugs, 45c. 
each; in lots of 10, 40c. each; two 
piece attachment plugs, 5c. each; dry 
cells, boxes of 50, 32%c. each; less 
than base lots, 36c. each. 

Electrical Appliances. — Irons, Hot 
Point; $4.20; in lots of six, $3. 90; Sun- 
beam, $5; in lots of six, $4.75; Per- 
colator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries. 
D779E, $1.40 each; case lots of 5, 
$1. 30; No. Big: $3 each; packages of 
5, $2. 80: 772, $2.06 each: packages 
f 5, $1. 92: Mo. ‘486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 


25-5 per 


14 


Radio Tubes.—UX-201A, 91c.; UX- 
199, $1.30; UX-227, $1.95; UX-171A, 
$1.62%4. 


FIELD AND POULTRY FENCE.— 
Sales, especially on close mesh poultry 
fence, continue at levels above 1928. 
Market is steady and unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
726-6-1214, $28.68 per 100 rods: 1948- 
6-141%4, $43.62 per 100 rods; 2158-6- 
14%, $48.98 per 100 rods. 


FILES.—Sales of mill files are heavy, 
due to the need for spring sharpening. 
Prices are without change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


First grade, 50 per cent; 
grade, 60-10 per cent. 


FISHING TACKLE.—The advent of 
daylight saving time in the Chicago dis- 
trict has helped sales. Anglers are 
showing keen interest in 1929 tackle. 
Prices remain steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Bronson Level Winding Reels, $1.50 
each; Meisselback Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each; 
Heddon Golden Rod, $13.35 each: 
South Bend Plunk-Oreno, $8.00 doz.: 
South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno Dis- 
play on cards, $2.00 ward; Creek 
Club Pikie Minnow assortment, $4.00 
asst.. Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
injured Minnow Assortment, $2.00 
asst. 


medium 
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GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Hose is active. Local jobbers 
will soon be compelled to advance prices 
on sprinklers, nozzles and couplings in 
line with recent manufacturers’ ad- 
vances. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO 


Good quality molded garde n hose, 
two braid, % in., 7c. per ft.; % in., 
&c. per ft. Molded hose, one braid, 
%-in., 6144c. per ft.; %-in., 74c. per 
ft. Five ply, wrapped hose, %-in., 
9%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original, fountain 
sprinklers, $6 doz.: Rainbow, 38 in. 
high, $24 doz. 


GLASS AND PUTTY.—Glass is in bet- 
ter demand. Prices are firm and any 
price changes will likely be upward in 
character. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount: 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount: 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


GRASS CATCHERS.—Sales are a little 
slow. Warm days and-showers will cre- 
ate a big demand. No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Adjustable, galvanized bottom 
catchers for 14 to 10 in. mowers, 
$8.25 per dozen in full packages. | 
Adjustable galvanized bottom catch- | 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable. 
plain canvas bottom catchers for 12 
to 16 in. mowers, $5.90 per dozen: 
adjustable, plain canvas’ bottom 
catchers, for 18 to 21 in. mowers, 
$7.60 per dozen. 


GOLF GOODS.—Daylight saving time 
will mean a better demand for this line 
in the Chicago district. Wood clubs 
with steel shafts are preferred by golf- 
ers this spring, though a good demand 
exists for steel shafted irons. Prices 
are without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Hillerich & Bradsby Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each: 
Lo-Skore Wood Clubs, rustless 
shafts, $3.65 each; Lo-Skore Irons, 
hickory shafts, $2.35 each; Competi- 
tion Clubs, nickel plated heads, 
aluminum cap grip, $1.35 each: Com- 
munity Clubs, Woods and Irons, 80c. 
each; Crawford-McGregor Uni-Sets. 
$22.50 to $28.50 set; Crawford-Mc- 
Gregor Duralite Matched Irons (6 in 
set), $36.00 set; Silver King Golf 
Bal's, $7.50 doz.; Royal Golf Balls, 
$6.50 doz. 


HAMMERS AND HATCHETS.—Deal- 
ers are watching the mail order leaders, 
and factories who supply the catalog 
houses are doubtless losing many usual 
trade orders. Prices and demand in 
general are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first qualitv. $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—Hoe, 
rake and spade handles are especially 
active, with good quality grades being 
favored. Prices are firm and un- 








changed. 


HARDWARE AGE for MAY 9, 1929 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handles, Agricultural.— Hay fork 
handles, straight, chucked and bored, 
X 4 ft., $2.40 per doz.; 414 ft., $2.70 
per doz.; XX 4 ft., $3.90 per doz.: 
4% ft., $4.20 per doz. Ash fork 
handles, bent, chucked and bored, X 
4 ft., $2.90 per doz.; 4% ft., $3.20 
per doz.; ash hay fork handles, bent, 
with strap, ferrule and cap, X 4 ft., 
$4.90 per doz.; 4% ft., $5.25 per doz.; 
me & The $6.15 per doz.; 4% ft. 
$7.10 per doz.; bent manure fork 
handles, plain, X 4 ft., $3.05 per doz.: 
4% ft., $3.40 per doz.; XX 4 ft., $4.65 
per doz.; 4% ft., $5 per doz.; bent 
manure fork handles, with strap, 
ferrule and cap, X 4% ft., $5.25 per 
doz.; XX 4 ft., $6.65 per doz.; 4% 
ft., $7.10 per doz.; garden hoe han- 
dles, X 4% ft., $2.60 per doz.: XX 
4% ft., $3.70 per doz.; rake han- 
dies, X 5% ft., $3.55 per doz.; XX 
514 ft., $5.65 per doz.; shovel handles, 
regular pattern, X 4% ft., $4.25 per 
doz.; XX 4% ft., $5.95 per doz.: D 
shovel handles, X, $5.25 per doz. : 
XXX, $8 per doz.; wood D spade 
handles, X, $4.90 per doz.: D shovel 
handles, X. L. D. L. top, $4.45 per 
doz.; Sturd-E top, $4.50. 


HANDLES, HICKORY.— Sales are 
very good, especially on the higher 
grade lines. Prices have a firm tone, 
but with no recent changes. 


JOBBERS’ pep d ype — RE.- 
TAILERS, F.0O.B. CHICAGO 

Handles, Hickory.—No. 1 hickory 
ax handles, $4 per doz.; No. 2, $3 per 
doz.; finest selection second growth 
white hickory handles, $6.50 doz.: 
special white second growth hickory, 
$5 doz.; No. 1 hatchet and hammer 
handles, 90c. doz.; second growth 
hickory hatchet and hammer han- 
dies, $1.75. 


|ICE CREAM FREEZERS. — Hot 


weather is needed to produce genuine 
activity. Four and six quart sizes are 
the popular sellers. No changes have 
been made in the season’s prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO 

White Mountain.—1 at., "$4. 85; 2 
qt., $5. 65; 3 qt., $6.75: 4 qt., $8.25: 6 
at., $10.45; 8 at., $13.50; 10 qt., $18; 
12 qt., $21.55: 15 at., $25.60; 20 at., 
$33.20; 25 qt., $42.60. Each list price. 
Dealers’ discount on White Mountain 
Freezers is 50 per cent from list. 

Arctic.—1 qt.. $4; 2 qt., $4.60; 3 qt., 
$5.55; 4 qt.. $6.80; 6 qt., $8.60; 8 qt., 
$11.10. Each price list. Deaters’ dis- 
count on Arctic freezers is 50 per 
cent from list. 

ern Grey Goose.—1 qt., $3.60; 2 

$4. 20; 3 at., $5; 4 qt., $6.15; 6 at., 
3780 8 qt., $10.10: 10 ,qt., $13.50. 
Each price list. Dealers’ discount on 
Alaska-Grey Goose freezers is 3314 
per cent from list. 

Auto Vacuum.—1 qt.. $3.50; 2 qt., 
$4; 3 qt., $5; 4 qt., $6. Each list price. 
Dealers’ discount on Auto Vacuum 
freezers is 3314 per cent from list. 

Acme.—2 qt., bright galvanized. 
$8 per doz. net; 2 qt., blue enameled, 
$10 per doz. net; 4 qt., blue enameled, 
$18 per doz, net. 


LAWN MOWERS.—Sales up to this 
time are running ahead of last year. No 
recent price changes and none are con- 
sidered likely before July 1 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

16 in. ball bearing, 5 knife, 11 in. 
wheels, $12 each: 16 in. ball bearing. 
4 knife, 10% in. wheels, $9.25 each: 16 
in. ball bearing, 4 knife, 10 in. wheels, 
$7 each: 16 in. ball bearine. 4 knife. 
8 in. wheels, $6.75 each; 16 in. plain 
boosie. 3 knife, 8 in. wheels, $5.25 
eac 


NAILS, WIRE AND STAPLES.— 
Sales and shipments are better than for 
many months. No price changes. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CHICAGO: 
L.c.l, quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 


Mill shipment price is $3.05 base. 
Carload (36,000 Ib.) base for mill 


shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.20 per 
100 Ib.; No. 9 galvanized, plain wire, 
$3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 106 Ib. 


| PAINTS AND OILS.—Sales are large. 
| Dealers report a brisk paint demand on 


warm, sunshiny days. White lead prices 


| are firm. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled. — Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. *per 
gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 73c. per 
gal., net. 

White Lead.—i00 Ib. kegs, $13.50 
ewt.; 50 Ib. kegs, $13.75 cwt.; 25 Ib. 
kegs, $13.75 cwt.; 121% lb. kegs, $14 


cwt. 

Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots, orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
54c. per Ib.; in 100-lb. lots, 6%c. 


per lb. 
Dry Paste.—Barrel lots, 744c. per 


PREPARED ROOFING.—Manufactur- 
ers have advanced prices about 10 per 
cent, but local prices to dealers still re- 
main unchanged. Sales are very heavy. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade, slate surfaced, prepared 
roofing, $1.95 per square; medium 
grade, slate surfaced, $1.80 per 
square; best grade, tale surfaced, 
$2.10 per square; medium grade, talc 
surfaced, $1.30 per square; light 
grade, tale surfaced, 90c. per square; 
red rosin sheathing, $50 per ton. 

ROLLER SKATES.—An excellent de- 
mand still prevails, though sales are 
tapering off somewhat. Factories are 
in better shape. No price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Union Hardware, boys’, $1.40; 
Union eed girls’, $1.50. 

Chicago: No. 101, $1. 30° No. 103, 
$1.40; No. 105, $1.40; No. 181, $2.65; 
No. 183, $2.75; No. 185, $2.75. 

ROPE.—Steady prices are expected to 
continue. Early demand for hay rope is 
good. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best manila, standard brands, base, 
22c. per Ib.; No. 2 manila, 20c. per 
lb.; finest sisal, 15c. per Ib.; No. 2 
sisal, 14%4c. per Ib. 

SANDPAPER. — Dealers who have 
shown an interest in industrial wants 
for sandpaper report this profitable 
business is often theirs for the asking. 
Firm prices prevail. 

JOBBERS’ QUOTATIONS To RE- 
TAILERS, F.O.B. CHICAGO: 

First quality, Flint sandpaper, 9 x 
11 sheets, $4.05 per ream; 1, $4.85 per 
ream; 2, $6.55 per ream. 

SASH CORD.—Sales are improving. 
Prices remain unchanged. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. CHICAGO: 


No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. Competitive grade, No. 7. 
$7.70 per doz. hanks; No. 8, $8. 80 per 
doz. hanks. 


SAWS, HAND.—Sales are normal. Bet- 
ter grade saws are in best demand. Un- 
changed prices prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

26 in., $29.50 doz.; 26 in., $33 doz.; 
26 in., $49.95 doz.; special, 26 in., 
Competition grade, $6.60 doz. 
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High Rate of Activity Continues 
In Pittsburgh Territory 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, May 7.—The past month proved to be an unusually sat- 
isfactory one to the hardware trade despite rather unfavorable weather 
conditions. The aggregate of business done in this territory was con- 
siderably ahead of April last year. The high rate of activity is also con- 
tinuing into May and if the first week of the month can be taken as a 
criterion business during this month will likely be equal to the previous 
30 days. While the peak of demand for such products as farm and gar- 
den tools, house-cleaning supplies and poultry supplies was probably 
reached in April, painting equipment, builders’ hardware and wire prod- 
ucts are yet to experience their heaviest movement and any slowing up 
in the demand for the first-mentioned lines will be more than offset by 
increases in the latter. It is still a little early in the year to determine 
the extent of the demand for builders’ hardware, but present indica- 
tions show little reason for expecting any sharp recession as compared 
with the previous year in spite of the more or less general decline in 
building operations. Residential building in the Pittsburgh area prom- 
ises to be about normal, and while large building operations are scarce 
at present a considerable amount of work is in prospect. Fine weather 
during the last few days has greatly stimulated the demand for paints 
and retailers are meeting with difficulty in maintaining stocks. There 
is also a very heavy movement of screen wire goods, fence wire and va- 
rious sorts of wire netting. A few price revisions have been made, par- 
ticularly on products requiring copper in their manufacture. Reduc- 
tions have been made in copper tea kettles, copper and brass wood screws 
and copper rivets. On the other hand, advances have been made in the 
price of spring hinges and the Bommer line is quoted about 10 per cent 
higher. Prices on roofing paper have also been revised. 

There has been no slowing down in the high rate of steel operations in 
this district and the rate of specifications for most products during the 
last month did not permit any appreciable decrease in mill backlogs. 
Mill commitments on shapes and plates were extended somewhat during 
the last two weeks and there has been a marked improvement in the 
demand for wire and standard pipe. In both cases this reflects stronger 
demand from jobbers, particularly in the South and Southwest, so far 
as wire products are concerned, where the requirements of the agricul- 
tural industry are being increased. Shipments to the automobile in- 
dustry have not fallen off and demand from this quarter seems likely to 
continue for several weeks. With heavier specifications from the rail- 
road equipment makers, barge builders, container manufacturers and 
other large users of steel, the present operating rate seems assured for 
the remainder of the quarter and it seems likely that the usual summer 
recession will be later than usual as well as less pronounced. 





AUTOMOBILE TIRES AND TUBES. a a $2.40; 33 x 6.00, $17.55; 
—Demand has improved slightly dur- i yell ies: Seite otal 


Prices in all instances are each. 


BATTERIES.—Dry cell radio batteries 
are still moving at a fair rate, but other 
types of batteries are very quiet. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


ing the past few days. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 
Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 





$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, Broken Unit 
$1.75; 30 x 5.00, $10,20; tubes, $1.80; ‘ Packages Packages 
31 x 5.00, $10.65; tubes, $1.85; 32 x PNR EE scsheikig tame. <0. 2 22 $2.06 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 2 Sa ae 3.20 2.97 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 1 Sak.» pee aaa are 2.06 1.92 
tubes, $2.00; 31 x 5.25, $12.25; tubes, OS ae 3.00 2.80 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. oh aS See oe 1.32 1.14 
Same, 6 ply, 31 x 5.25, $14.70; tubes, ae 42 39 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; ON See 1.05 .97 
30 x 6.00, $16.15; tubes, $2.25; 31 x A. ee ee 1.40 1.30 
6.00, $16.65; tubes, $2.30; 32 x 6.00, BOTT O S aeiiccewaetess 1.40 1.30 








Wie NOW ce sacesascncaee oem 1.92 
TOG CGE ok viecennesee 1.93 1.79 
No. 6 dry cells, ignition type, unit 
packages, 36c. each. 
Flashlights.—No. 935, 642c. each; 
No. 950, 644c.; No. 790, 13c.; No. 700, 


l3c. 


19146c.; No. 750, 13%c.; No. 791, 
Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 


BOLTS, NUTS AND RIVETS.—Busi- 
ness is confined largely to small orders, 
but the aggregate movement is very 
satisfactory. Prices are well estab- 
lished. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 50 per cent off 
list. 


Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE. — Spring 
demand for products listed under this 
classification has not yet developed to 
any extent in the Pittsburgh district, 
but early indications point to a satis- 
factory business. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50; per 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30; per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 


Hasps. — Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 

4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 

COPPER RIVETS AND SCREWS.— 
Copper rivets have been reduced and 
are again quoted at 30 per cent off list. 
Brass and copper wood screws have 
also followed the reduction in the pri- 
mary market and flat head brass screws 
are quoted at 37'4c. base, and round 
head screws at 32%4c. base. 


FARM, GARDEN AND LAWN.—De- 
mand for these tools has passed its 
peak, and movement is now largely 
confined to small orders to fill out de- 
pleted stocks of retailers. Aggregate 


' sales this season have been consider- 


| ably larger than usual. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Lawn Rollers.—No. 2, 175 Ib., with 
water, $8.55 each; No. 4, 265 Ib., 
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$10.15; No. 5, 265 Ib., $12.70; No. 7, 
420 Ib., $14.60; No. 9, 565 Ib., $16.50. 

Garden Hose.—250 to 500 ft. coils, 
¥% in., 7¥%c. to 9c. per ft.; %& in., 8c. 
to 10%; % in., 9c. to 12%c.; in 50 
ft. lengths coupled %c. per ft. 
higher; nozzles, Gem, $5.50 per doz.; 
Diamond, $4.50 doz.; Giant, $3.25 per 
doz.; reels, $1 to $4 each. 

Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 
41, $15.24; spading forks, No. 84, 
$10.80 per doz.; No. 72, $14.28; garden 
rakes, No. 014, $5.64 per doz.; No. 512, 
$8.64; No. 514, $9; lawn rakes, No. 
124R, $5.50 per doz.; field hoes, $6 per 
doz. 

Barrows.—-Garden, No. 81, $3.65 
each; No. 82, $4.75: No. 83, $5; No 
84, $7.75; No. 45, $4.50; No. 35, $5. 75; 
No. 25, $6.25. 

Trowels.—Garden, No. 7, $1.40 per 
doz.; No. 803, 90c.; No. 809, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 7T5e. 

Grass Hooks and Shears.—Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; 


German, $3.60; English, $7. Shears, 
No. 360, $3 per doz.; No. 380, $3.60; 
No. 520, $5.50; No. 525, $7; No. 530, 


$5.50; No. 540, $6. 

Shears.—Pruning, No. 25, $2 per 
doz.; No. 0, $4.50; No. 533, $6.50; No. 
4671, $9; hedge, 8 in., blades, $1.25 
to $1.75 each; § in., $1.40 to $1.90; 
10 in., $1.60 to $2. 

Pruners. — Tree, Water, $1.30 to 
$1.60 each; Disston, $2 to $2.10; Rock- 
dale, $1.35 to $1.65; McKinney, $2.60 
to $3.60. 

Sprinklers.—Ring, 60c. each; Rain 
King, $2.60; Giant Rain King, $8.25; 
Pluvius, $1.25. 

Sprinkling Cans.—Galvanized, 4-qt., 
$6 per doz.; 6-qt., $6.60; 8-qt., $7.50; 
10-qt., 40. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13: 16-in., $5.75 
to $13.50; 18- -in., $8.50 to $14; 20-in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1-Ib. 
papers, 24c. per lb.; in 100-lb. drums, 
l4c. per Ilb.; arsenate of lead, 1-Ib. 
papers, 22c. per Ib.; in 100-lb. drums, 
16c. per Ib. 


FERTILIZER. — Fertilizer demand is 
receding seasonably. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Old Gardner cases of 24 1-lb. car- 
tons, $2; 48 1-lb. cartons, $3.80; 10 5- 
Ib. bags, $3.20; 5 10-lb. bags, $2.75; 
2 25-lb. bags, $2.25; 50-Ilb. sacks, $2 


each; 100-lb. sacks, $3.50 each. 


HOUSE CLEANING SUPPLIES. — 
Unfavorable weather has delayed the 
movement of these products this year, 
but the greatest activity has now 
passed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mops.—O’Cedar, 3314 per cent off 
list; cotton, best grade, No. 12, $4.50 
per doz.; No. 20, $6; No. 30, $10; No. 
36, $13. 50. Second grade, No. 12, 
$2.75; “9 20, $4.50; No. 30, $6.75; No. 
36, $8.4 

ool Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20 in., $9.20. 

Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-Ib. cans, $1.70; 4-lb. cans, 
$3; 8-lb. cans, 5 fe Old Eng lish, 1- Ib. 
cans, 85c.; 2-1 cans £70; 4-Ib. 
cans, $3; liquid wax, Ra, pints, 
75c.; quarts, $1.40; Old English pints, 
75c.; quarts, $1.40. Dealers’ discount, 
3314 per cent. 

Sponges.—According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners.— Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 

per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
ns 28c. per ft.; extra, 40c. per 


Floor Polishers.—Universal electric, 
$20.65 each net; hand, $3.75 each; 
Old English, $2.60 each. 





Carpet Beaters.— Justrite, $1.10 
doz.; No. 4, $1.20. 


MISCELLANEOUS TOOLS. — Move- 
ment is about normal for this time of 
the year and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., 00. 

Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35.20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. 

Garage Vises.—No. 43, $2 each; No. 
43%, $3; No. 44, $5. 


PAINTING SUPPLIES.—Demand for 
paints has increased greatly in the last | 
week or ten days, and in some cases 
is reaching record proportions. Tur- 
pentine has declined and is now quoted 
at 69c. per gal. in barrel lots. Other 
prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. in 
100-lb. lots; 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 12c. per Ib. in 
barrel lots. 


POULTRY SUPPLIES. — Business is 
keeping up well and on account of the 
late season is expected to continue at a 
fair rate for several weeks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Incubators.—No. 1, $21 each; Me 
2, $24.50; No. 3, = 55; No. 4, $38. 
No. 16E, $15.75: No. 17E, $2 1; mi 
prices net. 

Brooders.—No. 117, $10. 33 each; No. 
118. $12.95; No. 119, $15.75: No. 80. 
$12.25: No. 81, $12.95; No. 161, $18.55; 
No. 102, $22 50; all prices net. 

Fountains, Etc.—Fountains, 25c. to 
$1 each: feeding troughs, 20c. to 85c. 
each: mash hoppers, $1.30 to $2.10 
each. 

Cel-O-Glass.—In 100-ft. rolls, 12c. 
per sq. ft.; in 50-ft. rolls, 12% c. per 
sq. ft. - 


ROLLER SKATES. 
son demand is now passed but retailers’ 
stocks are badly depleted, and jobbers 
are still receiving small orders. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Roller senton. — Union Hardware 
Co. line, No. 2, 70c. per pair; No. 3, 
75e. No. 10, $1.05: No. 5, $1.45; 
Winslow line, No. 3814, $1.45: No. 38, 
$1.60: No. 38, rubber- tire, $2. 50 per 
pair. 
Chicago, No. 181, $2.65 per pair; | 
No. 182. $2.75: No. 185. $2.75; No. 101, 
$1.32: Nos. 103 and 105, $1.37. 





ROOFING PAPER.—This product has 
become more active as spring building 
and remodeling gets under way. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Rattle Axe, light, 95c.; medium, 
$1.15; heavy, $1.35 per roll. Apex, H 
light, $1.10;’ medium, $1.35; heavy, 
$1.55 per roll. Continental Heavy, 
$1.90 per roll. Continental Extra 
Heavy, $2.20 per roll. Slate Surface, 
$2.10 per roll. 


SASH WBEIGHTS.—This line is not 
very active and jobbers’ quotations are 








unchanged at $42 a ton, f.o.b. Pitts- 
burgh. 


SCREEN WIRE GOODS.—There is an 
unusually heavy demand for screen 
wire cloth and screen doors and win- 
dows. Poultry netting is also very ac- 
tive. Prices are well established at 
recent levels. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Screen Wire Cloth.—Black No. 12 
mesh, $1.85 per 100 sq. ft.; opal, No. 
$a mesh, $2.10; bronze, No. 14 mesh, 
6.75. 

Screen Doors.—2 ft. 8 in. x 6 ft. 8 
in., No. 241, $18 per doz.; No. 288, 
No. 457- G12, $22; No. 315- B14, $4 


Screen Windows—Wooden frame, 
extension, 12-33, $3.50 per doz.; 15-33, 
$3.85; 18-33, $4.40; 24-33, 10 

Hardware Cloth.—24 in. x 48 in., 
No. 2, $4 per 100 sq. ft.; No. 3, $4.30; 
No. 4, $4.65; No. 6, $5; No. 8, $5.50. 

Poultry Netting.—Galvanized after 
weaving, 50 and 10 per cent off list. 


SPRING HINGES.—Prices on the en- 
tire Bommer line of spring hinges have 
been advanced about 10 per cent, and 
jamb type hinges are now quoted 40 
per cent off list. 


TEA KETTLES.—Reflecting the de- 
crease in copper prices, tea kettles have 
been reduced in varying amounts. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. thigh erage 


No. 18, $13.60 per doz.; 19, 
$16.80; No. 38, $20.80; No. 39, N339.50" 


WIRE PRODUCTS.—Wire fencing and 
barbed wire are experiencing an un- 
usually heavy demand, and jobbers are 
having difficulty in meeting customers’ 
requirements on time. Prices are well 
established. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 





Fence Wire 
per 100 Ib. Annealed Galvanized 
No. 6 to 9 gage....... $3.00 $3.45 
No. 10 3.05 3.50 
No. 11 3.55 
No. 12 3.65 
No. 13 3.80 
No. 14 4.00 
No. 15 4.30 
No. 16 4.55 
Barbed wire (per 80-rod spool): 
NEES. odcsecincesssndoena $3.97 
SS) Pree 18 
S-GINE DOE. once nicks ccccvccsecwes 3.43 
ee ee ee 3.17 
2-point cattle (special) ......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
SE Sas ds chi sii buneecoatechare $39.80 
LSS Se es ear te 55.80 
Of epee a ere rr 27.70 
| err rey ore rere 37.00 
BEER. Si pcchkesavseccest oda geen 35.80 
DOO AiodskssKearatar'scbaneasea 49.20 
Poultry and rabbit (No. 14% gage): 
i TEE. Woes sot beer eae bsun ten $36.50 
RR oper re er 44.00 
Sl SEE; wE<o vali we iews sikabebieeee 49.50 
Smaller mesh: 
EE eee eee ee $37.00 
EE Rigi cally 4 wise piace tahoe Woks 44:50 
SOR: EEE "is 5:52 5 wd od bis’ dunn ose.e 52.00 
eS Bete rer er ree 60.00 


Steel Fence Posts: 


Galvanized Painted 
Tubular Angle Steel 


Bes. cwweaae daeae BOC, GOGR  ocescccas 


ery 55c. each 38c. each 
fk Serer 65c. each 40c. each 
Se ORs) «vue ds haavee peckeee 45c. each 


Bright nails, base, per keg, $3. 
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Cincinnati Jobbers Report Large Shipments 
to Retailers—Prices Are Firm 


CINCINNATI, May 7.—Business 


(Cincinnati office of HARDWARE AGE) 


has been well sustained in local | 


hardware jobbing circles and bookings have been at about a normal 


rate for this time of the year. 


Total sales continue to run slightly 


ahead of those in the corresponding period last year. 

There has been a distinct improvement in the demand for buil- 
ders’ hardware, while trade in paint supplies, steel goods, roofing 
materials and various other spring items has been brisk. Shelf com- 
modities also have shown an increase in sales. 

So far as prices are concerned, the situation is firm. Quotations 
on denatured alcohol for the fall trade have been announced and 


are 4 cents higher than last season. 
Copper rivets and burrs also have | 


each dropped 1 cent a gallon. 


Linseed oil and turpentine have 


declined slightly. Otherwise prices are unchanged. 
Jobbers have been shipping in large volume to retailers, who re- 
port that business has been fairly good, although handicapped by 


unfavorable weather. 
AUTOMOBILE ACCESS ORIES.— 
Sales continued brisk during the past 
two weeks. Tires and tubes are in good 
demand, and spring. and summer items 
are meving well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, CINCINNATI: 


Balloon Cord Casings 


High Medium Low 
Grade rade Grade 
$11.55 $7.40 $5.95 
12.45 8.25 6.60 
13.65 9.85 Iga 
14.15 10.25 8.40 
16.55 12.30 10.10 
19.45 14.35 11.85 
19.95 14.75 12.20 
High Pressure Cords 
ean $4.50 
$10. 10 $7.50 5.25 
10.90 8.90 
14.20 11.50 9.50 
20.00 15.60 12.85 
‘Balioon Inner Tubes 
50 $1.29 
1.60 1.40 
1.75 1.52 
1.80 1.56 
2.05 1.84 
2.40 2.16 
2.50 2.30 
High Pressure Tubes 
90 
$1.40 139 
1.60 1.41 
1.70 1.49 
1.80 1.56 





Luggage Carrier. — Gate-type lug- 
gage carrier, light weight, 63c. each; 
58e. in lots of 10; te-type luggage 
carrier, heavy weight, 80c. each 
in lots of 10; disappearing type lug- 
cane carrier, 65e. each; 60c. in lots 


of } 
Polish. —HLF auto cK A, gm. 
50e.; pt., $3; 2 qt, $1.5 a4 “+ 
cent off: Duco auto polish, r -_ 5 
a $1; lqt., $1.5 33% per cent 
off. 


BOLTS AND NUTS.—Business has 
been steady, and dealers are carrying 
fair stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
eoens and tap nuts, 60 per cent off 
st. 


DENATURED ALCOHOL.—Prices for 
the fall and winter trade have been an- 





Credit conditions are somewhat better. 


nounced. They are 4c. 
than the closing quotations at the end 
of the past winter. The new schedule 
is given below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Denatured alcohol in from 1 to 4 
drum lots, 61c. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 84c. a gallon; in cases of 10 gal- 
lons, 82c. a gallon. 

Note.—The above prices are for 
August, September and October de- 
liveries. For November delivery 
there is an added charge of 1c. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned. 

BOYS’ WAGONS.—tThere has been no 
change in this line, which is selling 
well. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c. each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 498, $2.85 each; greyhound No. 
497, $3.75 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 
scooter No. 109B, $2.60 each. 

BUILDERS’ HARDWARE.—A further 
decline in building operations was re- 
corded during April. Estimated value 
of improvements for which permits 
were issued last month was $3,368,415, 
as compared with $4,509,075 for April, 
1928. For the first four months of 1929 
building operations and permits were 
about 10 per cent less than in the same 
period last year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets. — Square bevel inside 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 17%c. per pair in case 
lots; sand blast, aah an finished butts, 
2c. per pair in case lots 


CROQUET SETS.—Sales have been 
holding up well in this line. 
JOBBERS’ oh pay 3 TO RE- 
TAILERS, F.O.B. CINCINNAT!: 


No. 05, four- -ball set, $1.25; No. 10, 
six-ball set, $1.65; No. A, eight-ball 


each; 





a gallon more | 





set, $1.95: No eight-ball set, $3.80; 
No. 1, eight- ball set, $2.80. 
FLASHLIGHT BATTERIES. — Busi- 


ness has declined somewhat_as the end 
of the season draws near. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19c. 
each; small or large monocells, 6'%4c. 


each. 
GALVANIZED SPRINKLERS.—Deal- 
ers are well stocked for the spring 
trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt., sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 per 
doz.; 12 qt. sprinkling pots, $9 per 
doz. 

| GARDEN HOSE.—Retail demand has 
been light, but improvement is ex- 


pected this month. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 


Rubber Hose.—) ply, % in., 5%c. 
per ft. in 50 ft. lengths for Leader 
brand; 7 ply, % in. red hose, 9c. per 
ft. in 50 ft. lengths; double braid in 
4 in., 500 ft. coils, 64c. per ft. 


HOES.—Retailers are doing a fairly 
good business in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


First grade true- tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9. 96 per doz. 

True tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTAC HMENTS.—tThere has 
been no change in the situation locally. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Diamond nozzles, $3.60 per doz.; 
pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 


HOSE REELS.—Demand is considered 
fairly satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. CINCINNATI: 
Wooden hose reels, $14.50 per doz.; 
Boss, iron hose reels, $1.65 each; 
Donley allsteel hose reels, $1.65 each. 
ICE CREAM FREEZERS.—Shipments 
out of local warehouses have been of 
liberal volume, and dealers are antici- 
pating a normal season. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


White Mountain.—1 qt., $2.43 each; 
2 qt., $2.83 each; 3 qt., $3.38 each; 
4 qt., $4.13 each; 6 qt., $5.33 each; 
8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.66 
each. 

Peerless.—1 qt., $2.95 each; 2 qt., 


$3.45 each; 3 qt., '34. 10 each; 4 qt., 3 
each; 6 qt., $6. 30 each; 8 qt., $8. 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 
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LAWN MOWERS.—Good sales are re- | RADIO BATTERIES.—Orders have 
ported by retail dealers in this district. | dropped off recently, principally on ac- 


JOBBERS’ QUOTATIONS TO RE- count of seasonal conditions. Quota- 80c.; medium standard, 95c.; heavy 
TAILERS, F.0.B. CINCINNATI: tions are firm and unchanged standard, $1.10; light ‘Holdfast,, $1 
Cheap Grade.—12 in., $4.60 each; ged. medium Holdfast, $1.25; heavy Hold- 
14 in., $4.90 each; 16 in., $5.20 each. JOBBERS’ QUOTATIONS TO RE- fast, $1.50; K red and green slate 
Bali Bearing.—i4 in. medium grade, TAILERS, F.0.B. CINCINNATI: surface, $1.85. 
$7.25 each; 14 in. good grade, $8.75 Net price Net price Roofing Coating.—Coal tar, refined, 
each: 16 in. medium grade, $7.50 each, each in barrel lots, 25c. per gal.; in half 
each; 16 in. good grade, $9 each; 16 less unit in unit barrel lots, 28c. per gal.; coal tar, 
in. best grade, $11.25 each; 18 in. Stock No. pkg. pkg. crude, in barrel lots, 24c. per gal.; in 
medium grade, $8 each; 18 in. good Super B bat., No. 2138. $3.20 $2.97 half barrel lots, $26c. per bal. 
grade, $9.60 each; 18 in. best grade, Super B bat., No. 22308. 2.22 1.06 sewed Cement.—Liberty, eo 
$11.85 each. B batteries,’ No. 10308. 2.81 2:63 = “eh ee. bn >. = in as = 
N 2308.... 8 75 . ’ fe 
LAWN RAKES.—Orders booked by a a oo lel Ae pgs cans, 8c, per lb. Certain-teed ce- 
local jobbers are of moderate volume. B bateries, No. 2158.... 1.31 1.22 ment, 36 Ib. to the case, $4.25 per 
B bateries, No. 2156.... 1.31 1.22 case; in 5 Ib. cans, 12 vans to the 
JOBBERS’ gap see TO RE- C bateries. No. 2370 “3g 35 box, 8%c. per Ib.; in 10 Ib. cans, 6 
bi ig = + Neus per a A batteries, No.6....... _ .40 35% cans to the box, 7c. per Ib. 
re lawn rakes, 75 per doz. 7 ian Leen © x = : 
wooden lawn rakes, $6.50 per doz. Pot sey ey a = SCREWS.—Business has been of mod- 
NAILS.—Sales have been better than 22308, | 10308 and 2308 are in unit erate proportions and prices are steady. 
. * : packages of 6; No. 2370 is in unit JOBBERS’ QUOTATIONS TO RE- 
at any previous time this year. packages of 10; No. 6 is in unit pack- TAILERS, F.O.B. CINCINNATI: 
TAILERS F.O.B CINCINNATI 4 aetigd ne Bet is eo 
. -U.6. $ —_. ; ; Oo _ a ea ue screws, A 
RADIO TUBES.—tTrade in radio tubes 5S -and § eit Met: pede dank Ghend 


Common wire nails, $2.95 per keg. 


PYREX WARE.—Demand has been | 588 held up well. 


JOBBERS’ a type TO RE- 


sustained at a good rate in the past two TAILERS, F.O.B. CINCINNATI: bright wire goods, 85, 20 and 5 o 
weeks. MX199 ‘general scent tubes, $2 list. . 
eo ? each; MV199 several purposes tubes, SCREEN DOORS.—There has been 
BBERS’ QUOTATIONS TO RE- $2 each; MX201A general purpose ll intained d d for this li 
—e Tne May ye OF ae tubes, $1.40 each; MX201B general well maintained demand for this line. 
-N ae Mo. es 7 purpose tubes, $2.50 each; MX200A JOBBERS’ TATION a RE- 
each; Oo 622, $1 each; No. 623, $1.17 detector tubes, $4 each: MX2Z40 high TAILERS, Coe oe Mh p44 s Ae 
— ©. 624, $1.33 each. - Mu tubes, $2 each; MX112A power Screen Doors. —No,. 241, 2 oy " in. 
aa Casseroles. —- No. 653, $1.17 cr tay oe Se ee abe ton x 6 ft. 8 in., $18 per doz.; No. 281, 2 
ee amplifiers, 50 each; MX2! u ft. 6 in. x 6 ft. 8 in., $19.10 doz. ; 
ee we ck ee 632, $1 each; | wave rectifiers, $3.50 each; MX281 No. 314, 2 ft. 6 in. x ene 0 per doz. ; 
N ~* 633, $1.17 each; No. 634, $1.33 | half wave rectifiers, $7.25 each; per doz.: No. 355, 2 ft. 6 in. x 6 ft. 8 
er é Ple Plat No. 20 : MX226 amplifiers, $2 each; MY227 de- in., $33.35 per doz.; No. 315, 2 ft. 6 
aun he ten ee cas et ee, tectors, $3 each in.’ x 6 ft. 8 in., $32.65 per doz.; No. 
0c. each; No. 210, 67c. each; No. 211, RAKES.—This line is moving at a nor- | —335,,88!vanized, 2 ft. 6 in. x 6 ft. 8 in., 
73c. eac Ay; 
. ; : : mal pace. Window Screens. No. 1833, $4.30 
Round Pudding Dishes. No. 021, 
40c. each; No. 022, 57c. each; No. 023, JOBBERS’ QUOTATIONS TO RE- oe Rae 9 pel peng $5.15 per doz, No. . 
67c. each: No. 024, 80c. each. TAILERS, F.0.B. CINCINNATI: Son. We Oe, ie ire 
Square Pudding Dishes. — No. 053, Trade-tempered true grade 12-tooth poet Dialga ° ~ geen ccoe 
Tc. each. | ‘ ss a ‘ rakes, $9.12 get dos. i J4-tooth, 9.84 WATER COOLERS.—Further improve- 
ong Bread or Loa ans. — No. per doz.; -tooth, $10.50 per doz.; * * 
213, 17c. each; No. 212, 60c. each; No. competition grade, 12-tooth rakes, $5 ment is noted in sales of water coolers. 
214, $1 each. per doz.; 14-tooth, $5.25 per doz.? 16- JOBBERS’ QUOTATIONS TO RE- 


tooth, $5.85 per doz. 
ROLLER SKATES.—Dealers are hav- 
ing a satisfactory spring trade. 
JOBBERS’ fats peed TO RE- 


PAINT SUPPLIES.—The season is 
getting under way nicely, and sales 
during April were about normal, despite 


the handicap of rainy weather. TAILERS, F.0.8. CINCINNATI: 
JOBBERS’ QUOTATIONS TO RE.- Nos. 4 and 5, $1.35 per pair: No. 6, 
TAILERS, F.O.B. CINCINNATI: $1.43 per pair; No. 181, S. 65 per petr, 
Ready mixed house paints. $2.75 No. 183, $2.75) per pair: No. iss, 
per gal.; linseed oil, single barrels, per pair; No. 101, $1.32 per pair; a 
80c. per gal.: turpentine, in 2 barrel 103 and 105, $1.37 per pair. 





lots, 65c. per gal.: white and red lead ROOFING MATERIAL.—Demand has 


in 500 Ib. kegs, 13% c. per Ib.: less 10 } 
per cent. developed at about a normal rate. 








JOBBERS’ QuoT ATES av: RE.- 
TAILERS, F.O.B. CINCIN 
Roofing Paper. — Light, gh 


screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 





TAILERS, F.O.B. CINCINNATI: 

2 gal. cooler, $1.80 each; 3 gal. 
cooler, $2.05 each; 4 gal. cooler, $2.40 
each; 6 gal. cooler, $2.90 each; 8 gal. 
cooler, $3.90 each; 10 gal. cooler, $5 
each; Twentieth Century cooler with 
bottle, No. 50, in mahogany finish, 
$10.80 each; Twentieth Century cooler 
with bottle and stand, No. 500, in ma- 
hogany finish, $13.75 each; Twentieth 
Century cooler with bottle, No. 50, 
in white finish, $11.25 each; Twenti- 
eth Century cooler with bottle and 
= No. 500, in white finish, $14.50 
each. 


Atlanta Hardware Trade Continues Active 
Despite Adverse Weather 


. (Atlanta office of HARDWARE AGE) ALUMINUM WARE.—Aluminum ware 
ATLANTA, GA., May 7.—Business with Atlanta hardware jobbers | is moving well. 


No price changes re- 


continues to be very good and is holding on better than has been ex- | ported and stocks are full. 


pected. Weather conditions, however, at this time have been re- 
versed from the recent fine spring days to heavy rains, wind storms 
and cool weather. Sections of South Georgia have suffered great 
losses both to crops and business centers from recent wind storms 
and with heavy rains over most of the State progress in farming 
has been retarded as farmers are now at their busiest season. This 
condition will, of course, check business to a great extent, but is 
expected to be only temporarily, for with clear days ahead it will 
soon resume its steady course. 

No important price changes have been reported this week on 
items quoted and collections are reported as being fair. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Qt. Per Doz. 
5—Tea kettles ................ $12.00 
ees SO eer 16.00 
4—Convex kettles ............. 8.00 
6—Convex kettles ............. 8.50 
8—Convex kettles ............. 12.00 
’ soe ig. ce ein. j, SE eT ee 8.00 
ore She ne 2 OC EEE Eee 9.60 
S— WME POMS .n icc cessccscs 8.00 
10—Water pails ............... 9.00 
DeenIO RMD osc cc csccesscce 3.00 
S-—PERY BRM occ ccccdesccccss 3.50 
ee ie SP rr Pere 4.85 
BAR UROOED . Seed odessa eedesees 6.00 
ED. i oad co.bpepddeuss deus 8.00 
BOT ND. DOT nic do's dc 00d be 9.00 
ee, era 12.00 
SR RMD occ dae tie JBC HK 16.50 
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AUTOMOBILE ACCESS ORIES.— cine ra ag PLOW GOODS.—Orders are slowing up 
Sales on auto accessories are improv- toe 24 <. $8.50 sss roll of 160 on plow goods, but season’s business 
ing. lineal ft.; 2 x 2, 30 in., $10.25 per roll has been extra good. 
JOBBERS’ QUOTATIONS TO RE- ot 100 lineal ft.; 2 x 2, 36 in., $12.50 ’ 
TAILERS, F.O.B. ATLANTA, GA.: per roll of 100 lineal ft.; 3 x 3, 24 in., JOBBERS’ QUOTATIONS TO RE- 
’ 5 : ee ee ee ¥ TAILERS, F.O.B. ATLANTA, GA.: 
Auto Chains.—Weed and Rid-O- $9.50 per roll of 100 lineal ft.; 3 x 3, : see 
Skid chains, list, jeas $0 per cent: 30 in., $11.50 per roil of 100 lineal ft.: W. B. Boy Dixie plows, $3.75 each; 
12 to 49 pairs, 35 per cent car 50 pairs 3 x 3, 36 in., $13.50 per roll of 100 W. B. Farmers Friends, $4.67; W. B. 
or Bic tygy per sone off ; lineal ft.; 4 x 4, 24 in., $10.50 per roll Little Giant, $4.67; Georgia Cracker 
Champion spark plugs, 4Sc. each of 100 lineal ft.; 4 x 4, 30 in., $12.50 garden, $3.33; plain spring tooth cul- 
Champion blue tg Be. , a a per roll of 100 lineal ft.; 4 x 4, 36 in., tivators, $5.25; Little Joe harrows, ‘ 
Pp | $14.50 per roll of 100 lineal ft. $4.42; 50-tooth drag harrows, $21.35; 





eal] 60-tooth, $24.60; 39-tooth weeders, 

| GALVANIZED WARE.—Items in this | $13.75; 7-knife ‘stalk cutters, $52.40 
é jn 9-knife, $52.95; Dow Law _ cotton 

line have been in good demand and | planters, $6.25: chain guano distribu- 


| sales show a nice volume. tors, $8.00; Knocker guano, $8. 00 
Georgia stoc ks, ™% in. $2.33; 5-16 


No. 1 Springfield pumps, $1.75 each. 
BACK BANDS.—The season is a little 


late, but this item is still moving. 
JOBBERS’ QUOTATIONS TO RE- 














TAILERS, F.O.B. ATLANTA, GA.: JOBBERS’ QUOTATIONS TO RE- in., $2.38; %  in., $2.48; “Pniverant 
Per Doz. TAILERS, F.O.B. ATLANTA, GA.: $2.6: ks, be ‘nt foot, $2.53; welded foot, 
lo 7 cite: aie : 3.75 Tubs.—No. A, $4.00 per doz.; No. O. 2.68. 
Ne. tas ask, bank, baat, ee : ee $5.10 per doz.; No. 1, $6.40 per doz.; Georgia stock handles, No. 1, $8.00 
No. R19 hook back bands 5.00 No. 2, $7.20 per doz.; No. 3, $8.40 | per dozen; extra long No. 1, $8.75; 
No. ee 0 er d rough straight plow handles, 4% 
Humane back bands .......... 4.50 DOr SCs. a ; : t “f€“lone. $8.62 per single do: 2 
Big Six back bands ...-...... 6.00 pails.—8 at., $1.98 per doz.; 10 qt., : » 99.02 per single dozen 
$2.24 per doz.; 12 qt., $2.46 per doz.; | pamar = , , 
Back Band Webbing | 14 qt., $2.76 per doz.; 16 qt., $3.34 per | POTATO HOOKS.—tThere is still a 
Per100F | oz. good business on potato hooks. 
a an SRR eed te etal er | GARDEN RAKES.—Rakes have been JOBBERS’ QUOTATIONS TO RE.- 
A Ba eR cts ip» 01008 a9 Sams 3.50 and are still moving well. Stocks are| ‘A'CERS, F.0.B. ATLANTA, GA.: 
No. 1—$ in 4.25 l g 4 tine, $9.50 per doz.; 5 tir $12.00 
. 1—5d REACT Le Per Tyr reer ey s .25 full : bp FO or doz.; o tine, $12 
H lo per doz.; 6 tine, $13.00 per doz 
; JG vG.— is | JOBBERS’ TAT : SO a 12 . “3 
pig ye tna gant ee 18 TAR ORS FOOD. pe tas Mg aan | TRACE CHAINS.—Sales are only fair 
a good demand tor corrugated rooming. 12 tine bow, $8.60 per doz.; 14 tine | on trace chains. 
JOBBERS’ QUOTATIONS TO RE- OW, 9.00 per doz.; 16 tine bow, a 
TAILERS, F.O.B. ATLANTA, GA.: $9.50 per doz.; 10 tine malleabie, $5.00 th QUOTATIONS TO RE- 
$4.00 per square is quoted, with 10 | per doz.; 12 tine malleable, $5.40 per S, F.0.B. ATLANTA, GA.: 
cents added for 11 and 12 ft. lengths. rie 14 — Soggy $6.00 od doz.: Per 100 Lb 
Felt Roofing.—1 ply, smooth, 70c. ) tine malleable, $6.50 per doz iC) 2S, Se eee $4 32 
per roll; 2 ply, smooth, 85c. per roll; Brume rakes, $9.00 per doz. 7-10-2 Pete oe. ; “a 40 
3 ply, smooth, $1.05 per roll: slate CMB. os oils cca Seda ech le OES 
surface, $1.30 per roll. HAMES.—Orders show only a fair de- | [22 RR oe ifs 33 60 
mand. 71Q-8-1 cWeade sivas we Md 4 87.75 
COTTON COLLARS.—This item is still a ny eee 
one ’ JOBBERS’ QUOTATIONS TO RE- ieee eee a ks PES 
moving well. TAILERS, F.O.B. ATLANTA, GA.: SKATES.—Sales are fair. 
JOBBERS’ QUOTATIONS TO RE.- f ; , Per Doz. | JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: ag Be — Star Hames...... $12.50 TAILERS, F.0.B. ATLANTA, GA.: 
No. lf 4 » Star é Wliwio.0'8 \V ; vie 
Ta ee ee Union, roller ‘skates, No. 4.” $1.65: 
BME ose ry ios ao che cas cobeN $12.00 No. 561 Lone Star Hames...... 5.25 No, 5, $1.65; No. 6, $1.75; No. 130L, 
v | No. 561 Lone Star Hames...... 16.25 $2.15: No. 130, $2.00: N e a 
Lankford, Jr. ..............-++- 18:59 | =s-No. 68 Orchard L. 8. Hames. . 14.00 ielien. sein Fog Ri ee 
» 0 ee ee 409 - a © 8, — yer ¢ OZ. 
Ck SL RR Ee 7.50 HOES.—Sales ra good on Skate keys, 30c, per doz. 
FORKS.—Business is good on forks. hoes. Stocks are badly broken. ioc COOLERS.—Coolers are be- 
’ " nni y 
TAILERS, F.O-6. ATLANTA, GA: TAILERS, FOB. ATLANTA, GA? “408 Be Rs’ a 
.0.B. - os | . pret aal at ty " QUOTATIONS TO RE- 
Manure’ Fen a tine, strapped. Light cotton hoes, first quality: | TAILERS, F.O.B. ATLANTA, GA.: 
$10.74 per doz. ; 5 tine, strapped, Inches Per Doz. Enameled galv. lined 
re pet doz.; 6 tine, strapped, } 6x 4% $6.60 Gal , 
70 per doz. Ey” WENGSE BENG ic Shi5'08 <0 WE,te sine Coe 6.90 tar ‘wr Dos. 
Cottonseed Forks—10 tine with | 7%5.......ccccleoeccccceeee, 168 So ttedteeeseseosesecnens $22.70 
steel D handles, $26.00 doz.; 12 tine | SE Bi ichek Giants oo. tide od oreewas 7.98 | Deere eeerereesererneee 26.00 
with steel D handles, $30.50 doz. bY UE Be aches te Ss anintc nena aes 8.22 | ~ Oi pd see Ries Eee 28.50 
: pe 
: : | meal tt , = dhe ality: Se Fhe 6 abe ads Wo a wi ele ed Kardwarn ds Be 36.00 
FREEZERS.—Freezers are moving in| ¢ x 45 a hmsopbetect neta | Mir i aoa tech hate 
big volume. Stocks are complete | BY X 4M oor eee cece cece eee e ees | 3 Pe ai eae a 
. ME ky Desulelet gene Spemeeatins ee 798 | WIRE P ICTS.—Orders for wire 
JOBBERS’ QUOTATIONS TORE- | 7% x5 2S 8.22 | ye PRODUCTS.—Orders for wire 
TAILERS, F.O.B. ATLANTA, GA.: IE hess da caest cote as $58 continue to be good and jobber stocks 
Pe <7, Pv y Frame.—1 at. Black land hoes, first quality: | are reported full. 
3560; 6 a” Ze CH fo sb'io, 19 —* PBS aysrns vera serene aesenevierys 120 | JOBBERS’ QUOTATIONS TO RE- 
$12.25 “24 a: 0 at; Ge: | luk SE ae | LAER FOB. ATLANTA, GA.: 
20 at., | SENS RES ERs Se ae Sa | Plain Smooth Wire Black Galvanized 
saom, “Ball, Steel Frame.—1i at. | NEE wapvqueteotas ss ebes rarest 9.00 | Gage . Per 100 1b. Per 100 Ib. 
qt 65; 3 qt., $5.55; 4 at., Short. sh: so dined mht: ye ot eae en ey ae $3.50 
$6.85; 6 qt., $8.60; 8 qt., $11.10; 10 at., 6% coco paprietosureecay : Rll GME. aaipebereos 35 05 
$14.85; B at., $17.80; 16 qt., $21.10; oe OEE Se tee 7.98 4 Sa unlk sas '9 were wd .. 3.60 410 
20 at., 40. 7% x 5 8.58 GS sbipecissdacccseesee Ge 4.15 
White Mountain.—1 at., $4.85; 2 at., A eee Ty Foe 8.58 | = eter te ee fe ee ee oe a8 oa om 
$5.65; 3 qt., $6.75; 4 qt., $8.25; 6 at., de re ome hm a 
$10.45: 8 gt.. $13.50: 10 qt., $18.00: HOE HANDLES.—Are moving very Barbed Wire. Per '80- rod spool, 2- 
12 qt., $21.55; 15 qt, $25.60: 20 at. good. ae cattle, $2.75; 2-point light 
| og, $3; -point 2A : e 3.75 
sa i ag ape t., $4.00: 2 JOBBERS’ QUOTATIONS TO RE- | 4-point fe oaenng $3.95, ee te 
rctic Freezers.—1 qt., $4.00; 2 at., TAILERS, F.0.B. ATLANTA, GA.: ; oh caieaon 
$4.60; 3 qt., $5.55; 4 qt., $6.80; 6 qt., 5 ft. G. N. hoe handles, plain, $2 | Reg oP gee Page _ Per 20-rod 
$8.60; 10 qt., $14.80; 12 qt., $16.65; per doz.; 5 ft. G. N. hoe handles with | $7.85 "saae B vga ees-12, 96; 989-11, 
15 qt., $23.30; 20 qt., $30.00. ferrules, $2.40 per doz.: 6 ft. pine gee 12%, $11. 
scovil hoe handles, $2 per doz. Seger: and Rabbit.—14 gage fence 
aah ° . - per 10-rod roll, 1635-14, $4; 1918-13, 
GALVANIZED SPRINKLERS.—Sea- | | AWN GOODS.—There is a good de- | $4.85; 2158, $5.50. 
sonal weather has stimulated demand | mand for lawn goods Stee! Fence Posts.—T” galvanized 
° | . a . zalvanizec 
and sales have been good. JOBBERS’ QUOTATIONS TO RE- 5 a tie, each: formed painted, 35c. 
JOBBERS’ QUOTATIONS TO RE- TAILERS, F.O.B. ATLANTA, GA.: renee galvanized, 6% ft., 65c. 
TAILERS, F.0O.B. ATLANTA, GA.: %—50 ft. sections, 6 ply garden each; formed painted, 45c. each; “T” 
4 qt., $5.00 per doz.; 6 qt., $6.65 per | hose, 10c. ft.; 5—25 ft. sections, 6 ply | galvanised, 7% ft., 70c. each: formed 
doz.; 8 qt., $7.50 per doz.; 10 qt., $9.00 | garden hose, 10c. ft.; %—50 ft. sec- | painted, 50c. each; “T” galvanized, 
per doz.: 12 at., $10.80 per doz; 14 tions, 5 ply garden hose, 8c. ft.: | 8 ft., 75c. each; formed painted, 55c. 
ope pe : a } %—25 ft. sections, 5 ply garden hose, H each. 
qt., $12.50 per doz. : . | : 
8c bette King Sprinklers, $2.35 each | Screen Wire.—12-mesh, black, $1.85 
GALVANIZED HARDWARE CLOTH. nk ae mine: Spmenters, 9eet | Bee TS et ibneee ne 
$2.60 per 100 sq. ft.; 16-mesh, gal- 


| 
s each. Lawn mowers from $8.06 up. | 
—Sales have been good on hardware Lawn rakes No. FBR22, $7.80; lawn | vanized, $2.90 per 100 sq. ft.; 16- 
cloth. rakes No. 124, $9.00. mesh, bronze, $6.50 per 100 sq. ft. 
| 
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Hardware Business Appears to Be Better 


in New England 


Boston, May 7.—The New England hardware business appears to be 
better than it was a week ago, yet both jobbers and retailers say that 
the recovery from the April setback is slow. During April there were 
21 rainy days out of the 30. While May to date has been comparatively 
dry, temperatures have been unseasonably low on a majortiy of days, 
and the backwardness of the business recovery is generally credited to 


this fact. 


and other kinds of shears. 


carried by mill supply houses. 


joy a broad market for their goods. 
easier and cooperative savings institutions report greater borrowings 
for private home construction, which means that an improvement in 
the demand for builders’ hardware ‘may be expected shortly. There is 
more employment in New England than a month ago, despite labor 
The general situation is, therefore, encourag- 
ing and a spurt in the movement of goods over retail counters is certain 
to develop just so soon as the weather becomes and stays warmer and 


troubles here and there. 


dryer. 


(Boston office of HARDWARE AGE) 


Much of the grass seed planted in April was washed out by 
rain, consequently there is an exceptionally good repeat order business 
passing from retailers who are cleaned out of stock. The abundance of 
water followed by sunshine has caused a rank growth of grass, shrub- 
bery, etc., consequently there is a livelier demand for lawnmowers, hedge 
Flower seeds are beginning to move in vol- 
ume as are vegetable, and public interest in gardening tools is awaken- 
ing. In fact, all seasonable goods, with the possible exception of build- 
ers’ hardware, are finding their way into public hands more readily. 
Marine hardware also is selling in greater volume, according to re- 
tailers, and there is a very active demand for most kinds of merchandise 
Heavy hardware jobbers continue to en- 


The money situation is somewhat 


Speedster, No. 54, $4 per doz. net; 
Flash, No. 55, $8; Freighter, No. 257, 
$8; Motor, No. 135, $4; Tugboat 
Columbia, $8. Speed, Flying —— 
No. 65, $28 per doz net; No. 68, $48 
No. 73, $80. ee sail, x 126, 
$4 per doz. net; No. $8; No. 137, 
712; No. 142, $16; No” ae $20; No. 

$24; No. 149, $24; No. 151, $32; 
No’ 162, $40; No. 163, $60 No. 166, 
$80; No. 165, $96; No. 167, '$120. 








BOQUET HOLDERS.—So far this sea- 
son the sale of boquet holders has been 
somewhat disappointing to jobbers. 
There should be a good public call for 
holders prior to May 30—Decoration 
Day—and retailers are being urged to 
cover their requirements at once. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Boquet Holders.—Glass, No. 14, 65c. 
each net; iron tulip. No. 2, 35c. each; 
tin, No. 22, $1.25 per doz. net. 


CHAMOIS.—Jobbers have marked up 
prices on chamois 
centages, depending on the size of the 
skins. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Chamois.—First quality, 12 x 16 in., 
$4.50 per doz. net; 16 x 21 in., $10.50; 
19 x 25 in., $15; 23 x 26 in., $17.50; 21 
x 33 in., $21. 


GRASS SEED.—Jobbers are enjoying 
quite an extensive run on grass seed. 
Retailers who bought earlier in the sea- 


in varying per- 


AUTOMOBILES (TOY).—Some retail- 
ers are stocking up in anticipation of 
better public buying within the near fu- 
ture. Jobbers’ quotations on these toys 
have not changed for some time. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Automobiles.—Juvenile Act, $6 a 
net; Velie, $7.25; Hudson, $8. 45; Max- 
well, $10; Peerless, $13; Oldsmobile, 
16.50; Buick, $20; Roamer, $22.50; 
aige Sport, _ Rolls Royce, $45; 
Marmon, $28. 
Dump hacia —Kiddie, $8.69 each; 
Bull Dog, $15.25; Heavy Duty, $22.50. 


ply, 30 x 4.50-21, $11.05 each list; 30 x 


son have been obliged to reorder, so 
heavy have their sales been during the 
past month. 


Gear Novelties.—Fast Mail, $10.50 
each net; Speed Boat, $14.38; Air 
Mail, $7.19; Fire Department, $7.81: 
Fire Chief, $11.88; Fire Tower, $30; 
Stop and Go Signal, $8.88. 





AUTOMOBILE ACCESS ORIES.— 
There is a natural growth in the call 
for automobile accessories at this time 
of the year. 
ing in greater proportion than other ac- 
cessories. The feeling is growing 
among retail dealers that prices are on 
rock bottom, which accounts for the 
size of some of the orders taken recent- 
ly by jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOST 
Tires.— Mansfield line, ree duty, 
straight side, 30 x 3% in., $8.85 each, 
list; 31 x 4 in., $10.80; 32 x 4 in, 
$11.50; 33 x 4 in., $12.10: 32 x 4% in., 


$15.55; 33 x 5 in., $21.15; 35 x in., 
$22.70. Discount, 7% per cent. 
Tires.—Mansfield line, palicce. 27 x 
re $7 each list; 29 4.40- 
4 x 5.00-20, 
310. 20; 31 x 5.00- 21, $10. ‘65. Discount 
7% per cent. 
Tires.—Mansfield line, balloon, six- 


Tires and tubes are sell- | 


5.25-20, $14.30; 30 x 5.50-20, $16.05; 35 
x 6.00-23, $19. Discount, 7% per cent. 

Tubes.—Mansfield line, 12 to the 
earton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
earton, 30 x 4.75-21, $9.90 per carton 
a 31 x 5.00-21, $10.50; 20 x 5.25- 

$11.40; 29 x 5.50, $12.90; 
3 60- oo $13.50; 30 x 6.00-18, $12.90: 
31 x 6.00-19, $13.20; 32 x 6.00-20, 
$13.80; 33 x 6.50-21, $16.50. Discount 
10 per cent. = less than carton lots 
10c. per tube should be added to the 
list. 


BICYCLES AND TIRES.—Although 
by no means active, the market for 
bicycles and tires is more so than it has 
been before this spring. Retail stocks 
are light. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Bicycles.—Men's, 20 in., $30. 50 each 
net; 22 in., $30.50; arched bar, $31.25: 
motor bike type, with double bar, 
oe ee 20 in., $32.75; boys’, 

n., J. 

Tires.—Guaranteed, lots of 25 pair, 
$2.75 per pair net; Thornproof, lots 
of 25 pair, $3.40 per pair. 

BOATS.—It is anticipated that more 
boats will be sold in New England this 
season than ever before. Last year 
some of those retail dealers that went 
after boat business did remarkably 
well, and they are planning to do better 
this year. It is certain more retailers 
will handle boats this year than ever 
before. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Grass Seed.—Bowling Green, in 100 
a Fn 20c. per Ib. net; in 10 Ib. 
es, 21c.; in one Ib. packages, 
Bsc. oodlawn shady, in 100 Ib. 
bags, 23c. per lb.; in 10 lb. packages, 
24c.; in one Ib. packages, 28c, Green 
meadow, in 100 Ib. ba 33c. per Ib.; 
in 10 Ib. packages, 34c.; in one 1b. 
packages, 38c. Kenly Park, in 100 
lb. bags, 12c. 


HAYING TOOLS.—For the past month 
there has been a steady intake of hay- 
ing tools by retailers. 


Evidently they 


are short of stock. Also, it is quite 
evident that New England farmers will 
need haying tools this year because the 
crop has a wonderful start. 








Boy Boats. — Tom Thumb line, 


Reading matter continued on page 84 


JOBBERS’ quot ATOMS TO RE- 
TAILERS, F.O.B. BOSTO 
Rakes.— Wood, "two- os ro 90 per 
doz. net; steel, two-bow, $7.15. 
Scythes. -—28 to 32 in., and 30 t 
in 16 per doz. net; bramble, 16. 50: 
brush, $16.50. 
Snathe—Ash, $14.50 sie” doz. net; 
cherry, $16.75 brush, 
Forks.—Three-time, ne. 34, 12 .. 
$10.08 per doz. net; No. 34%, 12 in., 
$10.44; No. 133%, is in. $10.44; No. 


¥ , 14 in., $11.04; 
No. 124, 14 in., $11. 52: No. 144%, 14 
in., $11.88. 

Stones.—Western Red End, $1.10 
per doz, net; Berea, $1.60; Star, $1.35; 
round English, 12 in., ‘$2. 25; Pike 
chocolate, No. 1, $1.70; Green Moun- 
tain, $10.80 per gross net; Black Dia- 
mond, $17 per gross. Carborundum, 
No. 19 8, $1. <3 4 doz. ; Lo English 
Carborundum, 203, 43c. each. 

Rifles.—No. 2, $1 per < net. 


LANTERNS.—We have arrived at a 
period when lanterns are needed by the 
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Palma Wins in 





Great Britain 








Our Export Department has just handed me 
interesting data showing the growing popularity 
of Remington cartridges in countries over-seas. 
It just shows that accuracy and uniformity are 
what every shooter is looking for, whether he 
lives in Australia, New Zealand, South America 
or the Philippine Islands. 


This time it’s the British marksman who finds 
he must use Remington Palma .22 Long Rifle 
cartridges to win prizes and break records. 


Of all foreign countries, Great Britaim is most 
addicted to small bore shooting. There are 
about 2,000 miniature rifle clubs in the “tight 
little island.” During the past season, the prin- 
cipal competitions of these rifle clubs were held 
at Southport and Bisley where the majority of 
events were won by marksmen using Palma. 

The principal international match is the 
Dewar International Trophy Competition for 
which picked teams from Great Britain and 
America compete each year and the recent event 
was very keenly contested. Great Britain, al- 
though losing to the U. S. A. by a narrow 
margin, bettered all previous scores by making 
a new record of 7865. 19 out of 20 of these 
British marksmen used Palma. 

Prior to the shooting of the Dewar Match 
in England, all competitors’ rifles were tested 
at the range of. one of the leading British rifle 
manufacturers in the presence of members of 





the Dewar Committee. Leading brands of 
European and American ammunition were used 
to determine which was best suited for the in- 
dividual rifles with the result that 19 out of 20 
of the team were instructed to shoot Palma— 
overwhelming proof of its extraordinary accu- 
racy and adaptability to various types of rifles. 


Another outstanding winning for Palma was 
the Railwaymen’s International for the Chal- 
lenge Trophy of the Pennsylvania Railroad 
Company. Great Britain won with the splendid 
score of 7728 beating the U. S. A. teams with 
the total of 7709. 18 out of 20 of the British 
team used Palma. 


All ammunition dealers in the U.S.A. who sell 
Remington ammunition will benefit by knowing 
that their cousins overseas also profit by the 
demand for a standard brand of proven worth. 
Tell your salesmen about it. They can make 
good use of this information. A foreign sports- 
man, with home brands at his disposal, would 
not choose Remington unless he was convinced 
that this ammunition was more accurate than 
the kind he has been shoofing. And foreign 
dealers are just as keen to increase their sales 
and profits. 


Underline Remington when you place your 
orders. Don’t submit to substitutions! 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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public. In this age of light, lanterns in 5% in, 8%c.; Olympia, : in, Sie: tennis balls. The tennis season will be 
the city garage, back yard, cellar; at 10% -. : Bull -— % in.13%e. clean upon us before we know it. The retail 


the beach, around the country summer 
home, and on the farm, a lantern is es- 
sential. The public demand for lanterns 
is increasing each year, and the retail 
dealer that does not secure his share of 
this business certainly is lacking. 


JOBBERS’ eon, TO RE- 
TAILERS, F.O OSTON 

Hot Binet--Little Star, $7. 75 per 
soe. net; Monarch, $8; No. 2 Royal, 
9.75. 

Cold Bilast.—Little Wizard, $8.50: 
No. 2 large front Blizzard, $14.25; No. 
2 Blizzard, $13; No. 2 D-Lite, $13; 
No. 2, large front D-Lite, $14.25; Bea- 
con wall, $38.20. 

Wagon.- —Roadster, $17.25; Junior 
with bull’s eye lens, $17.25. 

Driving.—Eureka with plain lens, 
$19.50; with optical lens, $21. 

Mill. — Underwriters’, $27; No. 2 
Blizzard, $27. 

Discounts. — An allowance of 25c. 
per doz. is customary on shipments 
of 3 doz. or more lanterns at once. 


LAWN ACCESSORIES. — The past 
week has&S witnessed a remarkable in- 
crease in retail demands for lawn mow- 
ers, thanks to the recent rains that in- 
creased the growth of grass. In addi- 
tion, there has been an unprecedented 
demand for bamboo rakes, certain kinds 
of which are now unobtainable by job- 
bers. A steel imitation bamboo rake is 
having a big sale. Common wood lawn 
rakes also are in demand. It unques- 
tionably is a big year for rakes of all 
kinds. Rubber hose, because of the 
recent abnormal moisture, is not going 





so good. 
JOBBERS'’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 
Hose.—Rubber, garden, C ommer- | 
cial, % in., 6%c. per ft., net; Leader, 
% in., 6%c.; %& in., 7%c.; Vigilant. 


Lawn Pa penny —Roller bearings, 16 
in., $18.25 each net; 18 —¥ $19. se; 
20 in., 320. 16; roller bearers, 16 
$16.75; 18 in., $17.50; 20 1 io, $18. "6 
Automatic style, 11- 5, 16 in., $12, 18 
in., $13; 20 in., $14. Style "10-4 14 
in., Ai 75; 16 in., $10.50; 18 in., $11.25 
20 $i2. Style 9-4, 14 in., $9; ig 
in. rhy 18 in., $10; 20 in., #10. 50; 
ball bearing, 16 in.,' $14.25; 18 in., 
$15. so. 20 in., 


“wy 14 in., $9.75; 16 
in., $10.50; 18 $11.25; 20 in., $12; 
high wheel, 14 i. $9; 16 in., $9.50; 
18 in., $10: 20 in., $10.50; special, 
style 8-4, 14 in., $8.50; 16 in., $8.90; 
18 in., $9.30; special, style 8-3 plain 
bearing, 12 in., $5.40; 14 in., $5.80; 
16 in., $6.20; 18 in., $6.60. 

Rakes. — Lawn, wooden, 3 bow, 
steel, Hub, $9 per doz. net; 3 bow, 
steel, hand made, $10. Wood handle 
on rake with 24 teeth, 24 grade, $6.60 
per doz. net. Bamboo, Lawncomb, $9 
per doz. net. Broom, No. 10, $2 per 
doz. net; No. 66, extra strong, $4. 


PADLOCKS.—The Yale & Towne Mfg. 
Co. has announced still further reduc- 
tions in the cost of padlocks to the re- 
tail dealer. The additional reductions 
amount to 2% to 5 per cent in most in- 
stances. 
cent. 


SKATES.—Recent snappy days have 


helped the sale of roller skates. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Skates.——Roller, Union ine, No. 2, 
70c. per pair net; No. 3, 75c.; No. 5, 
$1.40; No. 6, $1.45; No. 10, $1.10; Chi- 
cago line, No. 181, boys’, $2.65; No. 
181, girls’, $2.75. Other makes, No. 
103, 80c.; No. 1005, $1.30; No. 105, $1. 


TACKS.—Makers of copper tacks, after 
advancing prices, have dropped them 


| an equal amount. 


TENNIS BALLS. — Sporting goods 


| houses are making every effort to sell 





In others the cut is 10 per | 











hardware dealer is the legitimate out- 
let for this class of merchandise and he 
should get into the game. Most of them 
are doing so. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Tennis Balls. — Wright & Ditson 
ee No. C, $4 per doz. net; No. CV, 
30. 


TOY CANNONS.—Last year was the 
first year that jobbers and retailers of 
hardware really went into the toy can- 
non game. Results were highly grati- 
fying and it is believed this year will 
bring greater results. In Massachu- 
setts there is the pre-June 17, in addi- 
tion to the July 4, trade to consider. 
The manufacturers of these goods are 
endeavoring in every possible way to 
cooperate with the retailer, and the re- 
tailer who does not take advantage of 
this cooperation certainly is backward. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Cannon.—Toy, Bie Bang “tine, on 
two wheels, No. 8F,, $1.50 each; No. 
12F, $2.50; No. 16F.. $3.67. On four 
wheels, No. 10W. $2; No. 6F, $1. 
Tanks.—Toy Army, No. 5T, 67c. 
each net. 
Pistols.—Big Bang line, with hol- 
ster, $1.34 each net. 
Ammunition. — Baysite,. in tubes, 
10c. each, net; spark plugs, 6 2-3c. 
each. 
WINDOW WEIGHTS. — Window 
weights are cheaper; from stock about 
%ee. per lb., and from foundry about 
$2 a ton. New prices follow. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Window Weights. — From stock, 
2%c. per Ib. 
From foundry. — Local shipment, 
$38 per ton. 





New York Hardware Sales Very Good— 
April Volume Sets New Record 


NEW YORK, May 7.—Sales volume for the month just closed set a 
new record for April hardware business in this territory, though 
profits relatively were apparently not as satisfactory as they should 


be for the amount of business transacted. 


The market continues to 


be very active and business to date brings 1929 sales ahead of 1928 
of the same period in practically all sections served by local. hard- 


ware distributors. 


Collections are slightly improved and the general run of prices 
appear very firm. Certain copper products advanced recently (after 
many weeks of raw material advances), have been lowered again to 


the former levels. Most builders’ 


hardware items have been strong 


with the exception of butts and garage sets which are slightly lower, 
but it is generally suspected that the present low prices on these 


two items may be only temporary. 


Stillson pattern wrenches have 


been advanced and the plan of pricing revised, so that wood handled 
wrenches are now higher than steel handled models and all wood 
handled models above 10 in. in length have been advanced almost 


15 per cent. 


BOLTS AND NUTS.—Prices are ihe | 
same and demand is moderate. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts, 55 off list. Case 
lots, 60 per cent off list. I 


Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 60 off list; larger to 1 by 30, 
_ per cent off list: 1% to 1%, 30 off 
st. 

Coach screws, 55 off list. Case 
lots, 60 per cent off list. Step bolts, 
50 per cent off list. 





BUTTS.—Distributors believe that steel 
butts have probably hit their lowest 
possible price, with quotations on 3% 
by 3% 15 cents per pair in case lots and 
18 cents per pair in less than case lots. 
The price on 4 by 4 is 20 cents per pair 
in case lots and in smaller quantities 
26 cents per pair. It is reported all 
through this sestion that these prices 
will not continue, as they are obvious- 
ly too low. Demand has been ‘greatly 
stimulated with each decline. 


GARAGE SETS.—Being a highly com- 
petitive item like steel butts, local dis- 
tributors suggest that present prices on 
this line may also be advanced at an 
early date. Present price is $2.05 per 
set in lots of six or more and in smaller 
quantities $2.35 per set. 


JUVENILE ITEMS. — Season has 
started on coaster wagons, toy sweep- 
ers and the many other items intended 
for the use of children. Prices appear 
very steady on these lines and an in- 
creasing sales activity is expected. Lo- 
cal wholesale stocks appear satisfac- 


tory. 


Reading matter continued on page 86 
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Store Ladders 





The ceiling type, shown below, is 
a popular number. 
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Two of the many styles are shown 
above. 








Whether for your own use or for resale the R-W line of store 
ladders has many advantages. 

There are styles, designs and finishes to efficiently meet the 
requirement of any store or warehouse. 


Write for full information. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Child's garden sets with 18 in. 
handles. Set No. 1, 10c. each; No. 
6, 17c. each and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each, in lots of 12 or more, 50c. 
each; No. 565, 85c. each, in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
31%c. each; Little Jewel, “es each; 
and Bissel Junior, vy 33% e 

Velocipedes, No. 840, $5.95; “7 841, 
$6.55; No. 842, ‘eo 90, and No. 843, $8.15 
each: No. 850, $7.50; No. 851, $7.80; 
No. 852, $8. te No. 853, $9.70 each. 

Sidewalk cycles, No. 900, $9.40; No. 
910, $10.65 each; No. 922, ‘$17. 50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 om: 
No. 751, $2.25, and No. 1761, $3. 
each. 


LANTERNS.—Demand is fair, with 
prices as shown. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Lanters, Hy-Lo, $7.50; Victor, $8.00; 
Monarch, $8.00; Buckeye Dash, $14.00; 
Junior wagon, $17.25; Watchmen’s 
Mill, $25.00; No. 2 Blizzard, $39.00 and 
No. 30 Beacon wall, $37. Prices are 
per dozen and subject to special al- 
lowance of 25 cents per dozen on 
shipments of 3 dozen or more at one 
time. 

Lantern display stand, $4.00 each 
with lantern assortment, $14.00 each. 


NAILS.—Steady sale, with prices as 
shown. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Common wire nails, bright, 4d, $4.45 
per keg; 6d, $4.10 per keg; 8d, $4.05 
per keg; 16d, $3.95 per keg; 20d, $3.85 
per keg; common wire naiis, falvan- 
ized, 4d, $6.95 per keg; 6d, $6.70 
keg: 84, $6.55 per keg, and 10d, 64 rt 
per 
Wire’ box nails, smooth, 4d, $4.65 
.30 per keg; and 84d, 
oor bey Tk nails, 
per keg; per 
0 per keg, and 10d, $4.20 
ae finis ‘ing nails, gal- 
7.65 per keg; 6d, $7.05 
r keg; a, fe 80 per keg, and 10d, 
=n per k 


LAMP conn — Very active at the 
present time, with firm prices. Stocks 
appear in good condition. 


JOBBERS'’ queTATIONS TO RE- 
TAILERS, F.O.B. NE YORK: 
Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
coast, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, old 
brass, white, green and brown, 500 ft. 
on a spool, 50; silk covered twisted 
lamp cord, white only, 250 ft. on a 
spool, $13; 18 in. 1/64 cotton covered 
lamp cord, maroon, white and dark 
brown, 500 ft. on a spool, $8.30; 18 ga. 
1/32 cotton covered lamp cord, green, 
white, maroon, oak tan and dark 
brown, 500 ft. on a spool, $10.75; 18 
ga. 1/64 cotton single conductor wire. 
white, brown, oak tan, white with 
marker, brown with marker, and oak 
tan with barker, 500 ft. on a_ spool, 
$4.25; 18 ga. 1/32 cotton twisted lamp 
cord, green and yellow, 250 ft. on a 
spool, $12.50; 18 ga, black cotton re- 
inforced cord, 250 ft. on a _ spool, 
$16.50; 18 ga. cotton covered heater 
cord, 250 ft. on a spool, $16.50. 


ROLLER SKATES.—Very active de- 
mand reported at the present time. 
Prices are as shown and local wholesale 
stocks are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair: 
same for boys with self-contained 
ball bearing Thesis, $1.42 per pair; 
for girls, $1.62 per pair. 

lier skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ‘ball bearin a, 10c. each: 
ball bearings, 165c. per 2 160; axles, 3c. 
each; cotter pins, 15c. per 100; axle 








nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 


pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair; —_— line, 
for. ae or giris, 85c. per 
No. 181, $2. Me: Ne, 183, 
"No. 101, $1.33; 
and Nos. 103 and "105, $1.38 per pair. 


SASH CORD.—Some shading on these 
prices is reported for orders of large 
quantity. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK 

Sash cord, Sampson “% No. 8, 
65c. to 674%4c.; ; Aetna, No. 8, 29%4c. to 
3344c.; Phoenix, No. 8, 40c. to 41c.; 
— No. 8, ’38c. 

o. 7 is le. higher, and No. 6 is 

se. higher on all brands. 


SOLDER.—Normal demand reported, 
with prices fairly steady. Jobbers quote 
bar solder, half and half, at 35 cents 
per lb., and strip solder $2 per 5 lb. 
box. 


SCREWS.—Prices continue firm, with 
demand fairly good. 
JOBBERS’ Suot AT OE TO RE- 
TAILERS, F.0O.B. NEW YORK 
Wood screws, flat head, bright iron, 
41-10-10; round head, blue, 40-10-10; 
round head, iron, nickel plated, 27%- 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 32%4-10-10; round 
head, brass; 27%4-10-10. These dis- 
counts apply to new standard screw 


lists. 
Machine screws, flat and round 
cent discount. 


head, brass, 60 per 
Iron, 60-74% per cent discount. 


SPRING GOODS.—Demand for ll 
kinds of spring goods continues very 
active, particularly lawn mowers and 
rakes, which have been very popular 
ever since the season opened. Prices 
generally may be considered very 
steady. 


JOBBERS’ QUOTATIONS RA RE- 
TAILERS, F.0O.B. NEW YORK 


Cultivators 
Pr cultivator, adjustable 3 
— steel prongs, malleable om 
et, enamel finish, 4 ft. ash 


ales, 60e. each; same with 6 forged 
steel: adjustable prongs and 4% ft. 
ash handle, 85%4c. each. 

Packed 6 in a bundle. 


Garden Hoes 


Ladies, garden hoes, 5/in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronzed socket 
shank, 4% ft. handle, 87%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
81\%c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 8144c, each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 98%c. each. 
Scuffle type hoes, 81lc. to 92c. each. 


Garden Hose 


5 in.—in 25 ft. lengths, 9% to 13c.; 
in 50 ft. lengths, 9 to 12%c. 


Grass Hooks 


No. 22—Tempered steel 
et pe top side, 18c. each. 
No. lish pattern. High 
grade ~ Foe blade, natural finish, 
olished back and edges, 58c. each. 
o. 85—Tempered steel blade. 
Rubber back and green enamel fin- 
ish, with black enamel handle. 35c. 
No. 33—Offset pattern. Forged 
from bar tool stock. Riveted hard- 
wood handle and polished blade, 


bas 
43—Offset ttern with green 
seieied blade, 33%c. each. 
No. 7—Offset pattern. High grade 
steel blade, with polished face and 


blade. 





forged steel shank attached to blade 
with two bolts. Corrugated handle, 


44c. each. 
Hay Forks 


Strapped ferrule, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handle, $1.15 each, and with 6 ft. 
bent handle, $1.39 each. 


Hay forks are packed 12 in a 
bundle. 
Five per cent off all prices on 


spring goods in bundle lots. 


Hedge Shears 


One serrated edge and one knife 
edge. Forged steel vey with grips. 
Tempered steel ee 6% in., $1.83 
each; 7% ., Soe 8 in., $2.17: 9 in. 
$2.33; 10 in., $2.6 

Ash handles ith riveted tangs, 
fastened with bolt, 6% Pa plain, 90c.; 
7 in., notched, $1. 30; 8 in, notched, 
$1.40; 9 in., notched, $1.50. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selécted D ash handles, 4-12 in 
tines, bronze finish, $1.71 each. Same, 
6-12% in. tines, $1.89 44 each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines, $1.57% 
each. Same with 5-12% in. tines, 
$1.89%4 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D, han- 
dle, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure forks 
are packed 6 in a bundle. 


Mortar Hoes 


Polished forged, steel blade, bronze 
finish, solid shank, ft. ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel blade, 
$1.09 each. 

Mortar hoes are packed 12 


bundle. 
Potato Hooks 


Solid steel goose neck, black and 
t. handle, 5 


head, polished and bronze finish, 4 
angular black tines, 96%c. each 
These are packed 12 in a bundle. 
Rollers 


Welded steel drums, green painted 
with red handles. Plain bearing roll- 


in a 


ers, 14 in. diameter, 24 in. length, 
$8.55 each; 18 in. diameter, 24 in. 
length, $10.15 each. 

Roller bearing rollers, 24 in. di- 
ameter, 24 in. length, $14.60 each: 
24 in. diameter, 32 in. length, $16.50 
each. 

Steel Rakes 
Light weight, black finish, ash 


handle, 12 teeth, 46c. each; with 14 
teeth, 50%c. each; with 16 teeth, 
a? each. 

edium bronze finish, straight 


— As = polished, 12 teeth, T7c. 
ea ee 
16 teeth, 87%c. sac h ieee 
Steel bow een,” aia teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.10 each; with 14 teeth, 
$1.01%4 each. 
Rakes packed 6 in a bundle. 


TIRES AND TUBES.—An increasing 
demand is reported. Rumors of a pos- 
sible advance persist, though at press 
time there is no definite data available 
on the subject. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00, $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90: 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 

Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 

Prices in all instances are each. 


Reading matter continued on page 88 
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This confidence is shown by repeat orders 
from both large and small users in marine, 
construction, farm and many other fields. 
It is a confidence resulting from complete 
satisfaction. 


No doubt, the fact that Columbian Tape- 
Marked Rope is the Guaranteed Rope influ- 
enced them to try it. But noth- 






“It beats all what a heap of 
confidence these rope users 
have in the rope with the 
red, white and blue mark- 
ers,’ 


says Cap’n Mark. 


in all Columbian Tape-Marked Rope, 34 
inches in diameter and larger makes the 
rope distinctive. It is recognized at a glance 
by these markers. 


The Tape-Marker and the new surface 
markers not only serve as a Guarantee and 
means of identification, but also give the 

dealer the greatest selling points 





ing in the world would bring | 
about repeat orders except en- 
tire satisfaction. | 


Those who have used Colum- 
bian can easily remember it. The 
red, white and blue Tape-Marker | | 
in one of the strands and the red, | 
white and blue surface markers 





known in the industry. He has 
the advantage of real tangible 
arguments right in the rope itself 
—a feature found in no other 
make. 


There is a Columbian Jobber 
in your vicinity who will supply 
you with this Guaranteed Rope. 
Write for his name and address. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 


Branches— New York Chicago 


COLUMBIA 


Boston 





New Orleans Philadelphia 


muulNUPL 
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Twin Cities Trade on Up-Grade— 
Prices Are Steady 


MINNEAPOLIS, May 7.—National Clean Up and Paint Up Week 
was recognized in the Twin Cities and other points in the North- 
west, and supplies for the work were sold freely, giving a start to 


(Minneapolis office of HARDWARE AGE) | 


business along this line. Garden tools and lawn tools, paint and 
decorating supplies were much in demand. Dealers are finding that 


trade in general is steadily on the up-grade and the usual spring vol- 
ume is starting to develop in a satisfactory degree. 

Road work has not yet started to any great extent. but plans have 
been made for a signal year in this activity. Tributary roads in 
Minnesota, for example, are in line for steady and durable improve- 


ment, with the voting of an additional gas tax for this purpose. | 


Roads in the other States in this district are being developed also 
as rapidly, all of which adds greatly to the activities and prosperity 


of this section of the country. 


Prices are steady, showing but few changes. Building papers 
have advanced and solder is slightly lower. Other prices are firm. 


AXES.—Sales are steady, with prices 


firm. 
JOBBERS’ QUOTATIONS T% RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit. handled, $19.50; 
double bit, handled, $24.25 doz. net. 


BOLTS. — Deliveries are increasing 
with the growing activities in all lines. 
Stocks are well filled and prices are 


firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and lag 
screws, 60 per cent from standard 


lists. 


BRADS.—Sales are fairly good, with 


prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Wire brads in 25-lb. box at 75 per 
cent from list. 


BUILDING PAPER.—Demand is im- 





| 
j 
| 
| 


proving with the opening of spring | 


building activities. Prices have ad- 


vanced. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Red rosin sized paper, all weights. 
$2.65 cwt.; tarred felt paper, $2.80 
cwt., net. 


| 


CHAIN.—Sales are steady, with prices | 


firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Log chains, % x at. $12.05; % x 14, 
$9.15; % x 14, $8.60: proof eoil chain, 
% in., $10.30; % in., $7.40; % in., 
$6.85; 5% in., $7.70 ewt . ‘het. 


CHURNS.—Demand is fair, with stocks 


ample. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Barrel type churns, 3314-5 per cent 
from lists. 


EAVES TROUGH, CONDUCTOR PIPE 


_ 


AND ELBOWS.—Call for this line is 
fairly good, with prices unchanged. 


JOBBERS’ QUOTATIONS T% RE- 
TAILERS, F.O.B. TWIN CITIES: 


Eaves trough, 5 in.. s'ip joint. sin- 


gle bead, galvanized. in crates, $5.25: 
6 in.. $6.40; conductor pipe, 3-in.. in 
crates, not nested, $4.90: 4 in.. $6.85; 
ner hundred feet: conductor elbows, 
-in., $1.73: 4-in., $2.88 doz., net. 


FIELD FENCE.—Demand is steady, 
though not heavy at present, as possible 
purchasers are busy in the fields. Prices 
have not changed. 


JOBBERS’ QUOTATIONS T% RE- 
TAILERS, F.O.B. TWIN CITIES: 

Field fence, 9 ga., top and bottom. 
11 ga. intermediate. 26 in. high. $39.69 
per 109% rods, net, with other heights 
in proportion. 


FILES.—Sales show a perceptible in- | 
crease, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Nicholson files. 50 per cent and job- 
ners’ brands, 60-10 per cent from 
list. 


GALVANIZED WARF.—This line is 
moving well, with stocks in good con- 
dition. Prices are firm as quoted. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Standard galvanized pails. 10-qt., 
$2.70; 12-qt.. $2.85: 14-qt.. $4.70; stock 
pails. 16-qt., $4.70; 18-qt., $5.50: 
standard tubs, No. 1, $7.15: No. 2, 
$8.00: No. 3. $13.20: heavy, No. 1. 
$13.20: No. 2, $14.40; No. 3, $15.60 
doz., net. 


GLASS AND PUTTY.—Demand is im- 
proving as spring work gets under way. 
Stocks are being kept well assorted on 
glass. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Single and double streneth A grade 
glass, Minnesota price 83 per cent. 








from lists: strictly pure putty, in 50 
Ib. steel drums, $4.85 cwt., net. 


Reading matter continued on page 90 


LAWN HOSE.—Sales are slowly im- 


| proving, with prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Lawn hose, Manhattan, black, “= 
in., 500-ft. bales, $7.25; %-in., $8. 50; 
%&-in., 50-ft. lengths, coupled. $7.75; 
Manhattan, red 5-in., 500-ft. bales, 
$7.75;  %-in., $9.00; %S-in., 50-ft. 
lengths, “coupled, $8.05; Good Luck, 
g-in., 6-ply, $9.00; Bull Dog, %-in., 
-ply, $12.75 per 100-ft. net. 


LAWN MOWERS. — Demand has not 
yet really started for lawn mowers, but 
the next few weeks will see them sell- 
ing more freely. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 


Lawn mowers, Fs ope oa ey Style 
A, 15-in., $15.75; 7-in., $11.85; 19-in., 
$19.95; Style K, ie. in., $14.30; 18-in., 
$15.40; 20-in., $16.50; Riverside, Ball- 
bearing, l16-in., $7.25; 18-in., $8.25 
each, net. 
MILK CANS.—Sales are fair, with 
stocks ample. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each; net. 


NAILS.—Deliveries are gaining steadi- 
ly as construction work of all kinds 


| gets under way for the year. Prices are 


firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100-Ib. kegs, 
$3.20 per keg, base. 


OIL STOVES AND HEATERS.— 
Heaters are selling quite freely, with 
stocks well filled. Oil stoves are begin- 
ning to interest the consumers. Prices 
show no changes. 


JOBBERS'’ or gh TO: RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500 Nesco oil stoves, $72 each; 
No. 213, $23.50 each; No. 213, with yr 
1103 shelf, $30.50 each, less 331% and 5 
per cent. Perfection oil ranges, white 
porcelain with. built-in ovens, No. 
339, 5 Superfex burners, $140; No. 
279. $120; Stoves, 2 7A, 4 burners, 
$29.50; No. 73, $23.2 No. 72, $18. 
Puritan oil ranges, oo porcelain, 
with built-in ovens, No. 249, 22; 
stoves, No. 44, 4 burners, $29.50; No. 
43, 3 burners, $23.50; No. 42, $18. 
Puritan pressure-gas (gasoline) white 
porcelain range, with built-in ovens, 
No. 759, $128; stoves, No. 714, 4 burn- 
ers, $38; No. 713, $33; No. 703, 3 burn- 
ers, $26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burners, 
glass swing door, $6.20; Puritan, No. 
42G, 2 burners, glass drop door, 
$5.50; No. 42, 2 burners, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
ge orcelain, Pyrex globe, $16.50; 
No. 1526, black japan, Pyrex globe, 
$9.75: No. 1530, black japanned, 
nickel trimmings, $9.25; No. 525, black 
drum and trimmings, $7.25 list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent: on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 
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BLUE-PRINTS ARE FOR 
ENGINEERS 

















Above. Here is a scene in a hardware dealer’s office. 
A shelving salesman has spread a blue-print before 
the merchant, who is puzzling over its confusing 
lines and figures. Without having the picture visual- 
ized before him, the merchant may make a costly 
mistake in ordering his equipment. 


Left. Lupton hardware equipment has been repro- 
duced in models. When the Lupton merchandising 
engineer sets these up, the hardware merchant gets 
an instant picture of how his store will appear. The 
J blue-print has been brought to life. 








WE MODERNIZE YOUR STORE IN MINIATURE 
BEFORE YouR EYES 


WHEN the Lupton merchandising engineer calls 
on you he brings with him actual models of 
Lupton steel hardware equipment. These min- 
iature units can be arranged and rearranged 
on a table before you, until the best plan for 
your particular store is achieved. You get a 
tailor-made job, one that considers every 
square foot, of your floor space, your windows, 


your doors, and other elements in your store lay- 


. And k I 
me apace ei By UY g> 4b ao Ww E. 


WHERE STEEL IS FUSED WITH SINCERITY 


order it. 


The National Retail Hardware Association has 
heartily endorsed the use of Lupton steel hard- 
ware equipment. 

Lupton merchandising engineers have studied 
They can 
Have 


them survey your store and recommend an up-to- 


your problems as a hardware dealer. 
give you valuable merchandising advice. 


date and efficient arrangement of your stock with 
Lupton fixtures. Their services are free. Write to 
an Lupton’s Sons Co., 
Allegheny Ave., 
eacbaadn Pa. 
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PLANTERS.—Call for corn and po- 
tato planters is good, with stocks well 


filled. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Corn and potato planters, Acme, 
$10.25 doz., net. 


No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SCOOPS.—Sales are fair, with prices 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Grain scoops, heat treated, size 6. 








7 $13.00; size 8, $13.50; size 10, $14.50; | 

POULTRY NETTING.— Demand is size 12, $15.50; size 14, $16.50 per doz., 

good, with prices firm. net. ( | 

JOBBERS’ QUOTATIONS To RE- | SASH CORD AND WEIGHTS.—Deliv- | 

TAILERS, F.0.B. TWIN CITIES: eries are still rather light. Prices show | 
Poultry netting, hexagon mesh, 50- no changes. 

10-5 per cent from lists. JOBBERS’ QUOTATIONS TO RE 
PYREX OVENWARE.— Demand is TAILERS, F.O.B. TWIN CITIES: 
steady, with stocks well assorted. Sash cord, best grade, 65c. jb. bane. 

j second grade, 38c. . thir grade, 
Prices are unchanged. 36c. lb., base, net, and cast iron sash 

JOBBERS’ QUOTATIONS TO RE- weights, $1.85 cwt., net. 
TAILERS, F.O.B. TWIN CITIES: SCREEN DOORS AND WINDOWS.— 
No. 623 casseroles, $1.17; No. 643 il pans be i] ligh me. : 
casseroles, $117; No. 634 casseroles. Ca “ee sti - t, awaiting —— 
33; No. read pans, 60c.; No. w r and the insect season. rices 

200 pie plates, 67c.; No. 209 pie plates, _ er and . 

60c.; No. 231 utility dishes, 67c.; No. show no changes. 

= tea pots, $2; No. 26 tea pots, $2.33; JOBBERS’ QUOTATIONS TO RE- 

No. 953 percolator tops, 7c. each net. ; TAILERS, F.O.B. TWIN CITIES: 
REGISTERS.—Call for registers is Screen doors, common, 2-8 x 6-8, | 
fair, with prices firm. =: fancy, 2-8 x 6-8, $2.05 each, 

JOBBERS’ QUOTATIONS TO RE-.- Window screens, extension, 24-in.. 

TAILERS, F.O.B. TWIN CITIES: Continental, $9.75; Wabash, $5.60 

Registers, cast iron, 40-10 and doz., net. : 
steel, 40-10 per cent from lists. _ SCREWS.—Deliveries are somewhat 
REGISTER AND RADIAT O R| improved, with stocks well filled. Prices 
SHIELDS.—Sales are nominal at pres- | are firm. 
ent, with no changes in prices. JOBBERS’ QUOTATIONS TO RE- 
JOBBERS’ QUOTATIONS TO RE- TAILERS, F.0.B. TWIN CITIES: | 
TAILERS, F.O.B. TWIN CITIES: Wood screws, flat head bright, 50 
Register shields, Gem, No. 1, floor on gran Rg Po. yey Rg ng 
type, $12; No. 10, floor type, $10; No. flat head brass, 32% per cent; round 

2, wall type, $6; and No. 20, wall head brass, 271% per ail from lists. 

type, $5.20. Prices are net to dealers sep heats a P 

per dozen. No. 1 and No. 2 are oxi- SKATES.—Roller skates are selling 

— po a a 10 and No. 20 are well, with stocks being kept well filled. 

Noh fh: No. 1a $4.0" Now. $a Prices show no changes. 

0. 0, 1l-a \e o. 2, $4 | . 
har Prg Ris No. 4, $5: No: §, $5.50: No. | TASES F.O-6. TWIN CITIES: 

6, $6; No. 6-b, $6: No. 7, $6.80; No. 8, ae , 'o—_ ; 

$7. These prices are Tae each and Roller skates, Shiono No. 181, 

subject to dealers’ discount of 30 per } $2.65; No. 183, $2.75 0. 185, $2.75: 

cent. These models with water hu- No. i01, $1.35; No. 103 and 105, $1.40 


midifiers are $1 extra each, list. 


ROPE.—Demand is fair and prices are 


unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Best grade manila rope, 7-16 
and larger, 24c.; % in. and smaller, 
25c.; best grade sisal, 17\4c. Ib., base. 


SANDPAPER. — Call 


in. 


way for the season. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets: second grade, 


for abrasives 
shows some increase with the activities | 
in building and decorating lines under 


pair, net. 
SOLDER.—Deliveries are fairly good, 
| and stocks are well filled. Prices are 
| slightly lower. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Warranted half and half solder, 





solder, 32%c. Ib., in 100-Ib. boxes, net. 
STEEL SHEETS.—Demand shows a 
slight improvement in the past few | 
weeks. Prices are firm as quéted. 
JOBBERS’ QUOTATIONS TO RE- 


| 
} 
| 31%c. Ib., and strictly half and half 
| 


TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets, 24-ga. 
(base), $4.75; black steel sheets, 24- 

ga. (base), $3.95: Armeo gaivanized 


steel sheets, 24-ga. (base), $6.65 cwt., 
net. 


TIN.—Deliveries are steady, with a 
in volume. 


slight upward tendency 
Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 Ib. coating, IC, $15.50 box, net. 


WHEELBARROWS.—Sales show 


gain during the past few weeks. Prices 


are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wheelbarrows, barrel type tray, 
best grade, 41.30; second grade, 
$34.70; doz., net; tubular, steel tray, 
$7.20; Gopher garden, $3.75; American 
pba ag 5 each, net. 


WIRE.—Fence wire is moving fairly 
well, but, in the class of field fence, de- 
mand is easy at present because buyers 
of this class of wire are busy in their 


fields. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire. 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 ewt. 


WIRE CLOTH.—Call for wire cloth is 
fair, with the real selling season await- 
Prices have not 


ing warmer weather. 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Wire cloth, 12 x 12 mesh, black 


painted, $1.85 and 12 x 12 mesh, 
— finish, $2.25 per 100 sq. ft.. 
ase 


Bronze wire cloth, 14 x 14 mesh, 
7 per 100 sq. ft. in ‘tull rolls, net. 


WRENCHES.—Sales are on the up- 
grade, with stocks well filled. Prices 


are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and trimo pipe wrenches, 65 
per cent from list. Bemis Call 
long sleeve nuts, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap-on Wrenches. — Radio and 


electric sets in metal cases, $2.75: 
No. 101 Master Service Sets, $13.75: 
No. 202, Heavy Duty Set, = 80; No. 


404, Flexible Socket Set, $8; No. 608. 
Crankease Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 


duty ratchet, $27.35 list, less 3314 per 
cent discount. 

Crescent, 6 in., $5.65; 8 in., $6.96: 
and 10 in., $8.64 doz., net. 





(Signed) 


MABIE-LOWREY 





We would be lost without your magazine as it 
contains more helpful suggestions than any other 
magazine we receive, and feel that it is doing 
more to educate Hardware Merchants to be better 
merchants than any other trade publication. 

Dan H. Wilmot, 
President-Manager. 


HARDWARE CO. 


WHAT READERS THINK ABOUT HARDWARE AGE 


I cannot afford to be without my weekly copy 
of Harpware AGE, and am therefore enclosing 
my personal check in payment of the same. 


Harpware ACE is a very fine magazine and of 
immense value to its readers. 


Lucile Eaton MacNaughton, 
Kansas City, Mo. 








Reading matter continued on page 92 
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EVERYONE 
| _ WHO USES EDGE TOOLS 
IS A PROSPECTIVE 
BUYER OF 


Carborundum 


REG. U.S. PAT. OFF. 


Combination 
Stones 


Therefore they should 
be carried in your " en 3 P 
stock — AON TO Ney 
Shown in your tool Ona aa. 
department— a | 
Displayed in your 
windows. 














Pe EON oe 


ae 7h 


Suggested Stock Lists, Prices, Discounts ] 
From Our Hardware Sales Department 











This Metal Display Panel will Boost Your Sales 
Send for Details 


THE CARBORUNDUM cCompPaNy, NIAGARA FALLS. N. Y. 


REG. U. S. PAT. OFF. 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sates OFFICES AND WaREHOUSES IN New York . Chicago . Boston . Philadelphia . Cleveland’. Detroit . Cincinnati . Pittsburgh . Milwaukee . Grand Rapids 
The Carborundum Co., Ltd., Manchester, England Deutsche Carborundum Werke, Dusseldorf, Germany 


( CARBORUNDUM IS THE REGISTERED TRADE MARK OF THE CARBORUNDUM COMPANY FOR ITS prooucts ) 
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Hot of the N 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: 
have been copied, the rest will be.” 


ail Ke 


“Some of them 











Little Boy—‘Mother, are there any 
men angels in heaven?” 

Mother—“Why certainly, dear.” 

Little Boy—“But, Mother, I never 
saw any pictures of angels with 
whiskers.” 

Mother—“No, dear, men get in with 
a close shave.” 





Sheik: “Hey, Cholly, I’m in a pickle. 
I’m taking a peach to dinner, but this 
officer has pinched me. He says I’m 
drunk—will you help me out?” 

Cholly: “Sure thing, Old Timer, 
where do I meet her?” 

Whenever Mrs. Peter McSquatty 
goes on a shopping tour, she prevails 
upon P. M. to accompany her to carry 
the parcels. Having nothing to do 
while she was making some purchases, 
he dropped a penny in one of the for- 
tune telling machines. He was peer- 
ing at it when she came up. 

“H’m,” she said, “So you are going 
to have a beautiful wife, are you? Not 
while I’m alive!” 








The harassed-looking man was 
being shown over some works. 

“That machine,” said his guide, “does 
the work of fifty men.” 

The man smiled glumly. 

“At last,” he said, “I have seen what 


my wife should have married.” 





“Jimpson is very attentive to his 
wife, it appears.” 

“Yes; he always oils up the lawn- 
mower for her before he goes to the 
office.” 





Pat: “This is the foist time inny of 
these corporations hev done innything 
to binnefit the working man.” 

Mike: “How is that, Pat?” 

Pat: “It is this siven-cint fare. I hev 
bin walkin’ to and from me work and 
savin’ tin cints, and now I kin save 
fourteen cints.” 





The judge admonished the prisoner | 


thus: “I cannot conceive of a more 
cowardly act than yours. You left your 
wife. Do you realize you are a de- 
serter ?” 

Prisoner: “Well, jedge, if you knew 
dat lady as well as I does, you wouldn't 
call me no deserter. I’se a refugee.” 





“Say, Sandy, why did you have only 
one of the twins photographed ?” 

“They looked so much alike it was 
nae use to spend the money getting pic- 
tures of both.” 





The salesman had just completed a 
half hour talk about a new washing 
machine when the old lady pointed to 
a small piece of pipe projecting from 
the tub. “What’s that?” she inquired. 

The salesman explained that the pur- 
pose of the pipe was to drain off the 
water. 

“Oh,” she exclaimed, “then it really 
doesn’t wash with electricity !” 





“Did you miss that train, sir?” asked 
the porter. 

“No! I didn’t like the looks of it, so 
] chased it out of the station.” 





“Well, Pat, do the twins make much 
noise nights ?” 

“Praise be to hivin! Shure, each 
wan cries so loud yez can’t hear the 
other wan!” 





A small boy came hurriedly down the 
street, and halted bréathlessly in front 
of a stranger who was walking in the 
same direction. 

“Have you lost half a dollar?” he 
asked. 

“Yes, yes, I believe I have,” said the 
stranger, feeling in his pockets. “Have 
you found one?” 

“Oh, no,” said the boy. “I just want 


to find out how many have been lost | 


today. Yours makes fifty-five.” 


A banker in a small Iowa community 
was approached by a farmer on the 
subject of a loan. The banker was one 
of those “commercially deaf” individ- 
uals. 

“I'd like to borrow $5,000,” pleaded 
the farmer. 

The banker cupped his hand behind 
his ear. 

“Speak a little louder,” he asked, 
“and cut down the amount.” 





The Colonel (golfing): “Confound 
it, sir, you nearly hit my wife!” 

Mr. Miggs: “Did I? Well, have a 
shot at mine.” 





“T wonder why they say ‘Amen’ and 
not ‘Awoman,’ Bobby ?” 

“Because they sing hymns and not 
hers, stupid.” 





On top my thoughts are nice and neat, 
With noble words and manners sweet; 
But when some crisis stirs my mind, 
I'm just surprised at what I find. 








It takes 1500 nuts to hold an auto- 
bile together, but it only takes one to 
spread it all over the landscape. 





“A pity to see all that going to 
waste,” said one tourist to another, as 
they stood near a waterfall in the 
ranges. 

The other cordially agreed with him, 
and added: “Like me, you are, I sup- 
pose, a civil engineer ?” 

“Oh, no,” said the first one, “I’m in 
the dairy industry.” 








| She (after spending the evening with 
pase roersples “T think the Smythes are 
| an ideal couple—they think alike about 
everything.” 

He: “Yes, but I notice she always 
| thinks first.” 
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The Old Swimmin’ Hole 
Up to Date 


(Continued from page 52) 


Winchester’s custom to dispose of the unwanted sizes 
or colors through a clearance sale held near end of the 
swimming season. 

The newspaper advertisement we have reproduced ap- 
peared in conjunction with the window display illustrated 
for the firm’s sales promotion of the last year’s clearance 
sale. The shelves were clean when the sale closed and for 
that reason we are convinced that our readers will be in- 
terested in a short description of the window. 

The life-sized figures of swimmers were made of wall- 
board and painted realistically with water color paints. 
Each figure was suspended in proper position by almost 
invisible wires. The pool was painted, having an edge of 
real sand, bordered by artificial grass. The white picket 
fence and rustic bench added a note of good taste, being 
in harmony with the idea and at the same time providing 
an opportunity for displaying other sports equipment. 

It has often been said that what we get out of anything 
is in direct proportion to what we put into it. We think 
this is especially true of window displays. Good results 
are only to be obtained by having a good idea, carefully 
carried out in good taste in a practical yet fascinating 
manner. The man who dresses a window of this type is 
no less an artist than the master who paints, for each 
attains perfection with their respective subjects by con- 
veying a thought or theme through the deft touches. 


The Tennis Season is Here 
(Continued from page 51) 


mercial. This he can easily do, for the game is one that 
will enlist his own keen interest. 

Window displays as usual may be counted upon 
for valuable aid. The trophies placed on view there 
with reliable tennis equipment will add considerable 
prestige to your merchandise. Photos of local and na- 
tional stars add interest also. 

Tennis is not a fad. It is an established sport and no 
hardware man carrying a sporting goods stock will go 
wrong by getting on the band wagon. 

People who are interested in tennis are usually of a 
high grade type and have the means to buy the best 
equipment. | 


Baseball Withstands 
20 Story Drop 


HE manufacturer of a popularly known baseball 

recently put its product through a unique and severe 
test. The ball was dropped from the top of a 20 story 
building to the concrete pavement of the street below. 
The ball showed no effect of the drop—the cover was 
not scuffed, threads were unbroken and the ball main- 
tained its spherical shape. 








ALLITH’S 


3100 


FLOOR HINGE 


N service and silence—it has no equal in 
I its field. Carefully machined and hard- 
ened moving parts insure easy, smooth 
operation and long wear—years and years 
of it. Fixed parts are rigidly connected. 
The ball bearings supporting the door and 
absorbing the spring thrust operate in an 
enclosed steel ball race p-otected from dust 
and moisture. The race serves as a bush- 
ing for the frame where the frame revolves 
on the post; which prevents wear. 


A large diameter, steel wire compression 
spring (oil tempeted) gives a smooth, posi- 
tive action to the door. The plunger has a 
rolling, sliding action against roller bear- 
ings. Fits either right or left hand swing- 
ing doors. The holdback keeps the door at 
95 degrees angle. Once fitted to the door 
you never hear from it again—for it goes 
on years and years giving service and 
silence. 


Every dealer should have the Allith-Prouty 
catalog for reference and guide to better 
building and garage hardware. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 
Rolling Ladders 


Spring Hinges 


Overhead Carriers 

Door Hangers 

Malleable Iron Washers 
Stadium Seat Brackets 


Airport Door Hardware 
Industrial Door Hardware 
Certified Malleable Iron Castings 


Manufacturers of the finest line of Airport 


and Garage Door Hardware 





| 
~‘ 
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Everybody Wants 
A Cheney NAILER 


Dealers say they sell more Cheney 
NAILERS than all the other types and 
makes of hammers put together. 


Carpenters, mechanics and household users 
are all instantly im: with the won- 
derful nail-holding Cheney NAILER. The 
NAILER is a regular hammer beautifully 
made by the manufacturers of Cheney 
Hammers, with the added convenience of 
a nail-holding, nail-setting device at no ex- 
tra cost. It is no wonder that men buy 
Cheney NAILERS regardless of the size 
of their present hammer collections. 


You can quickly increase your hammer 
business by stocking handy Cheney NAIL- 
ERS. They are offered to you exclusively. 
No chain store carries them. Your regular 
jobber can supply you. 


and 


up 
able 


' 
















Every Bell 
Plain Face 
Cheney Curved 
Claw Hammer in 
sizes of 16 oz. and 
equipped 
with the mash 
nail - holdin 

arrangement 
is known as a 
Cheney NAILER. 


PRENTISS VISE COMPANY 


106-110 Lafayette Street 
New York City 


Face 











Novel Window Boosted 
Rope Sales 


(Continued from page 59) 


Strength 1500 lbs.—Average Feet per Pound 26—Price 
per pound 28c.” It was really surprising to the writer 
to observe the attention this window received from the 
average pedestrian. There seemed to be a fascination 
about it that few persons could resist. The majority 
stopped for several minutes to study the knots and read 
the signs. It served as a reminder to many of them, 
with the result that Serson’s were obliged to replenish 
their rope stock. 


Some of the firm’s old customers made requests that 

3arnes show them how to tie some of the knots which 
struck their particular fancy. A cowboy from the West 
came in to show Barnes how to tie some special knots 
he uses in breaking horses, and one old customer, who 
is a private chauffeur, brought in two belts he had made 
from knots, tied while serving in the Navy. These ex- 
amples are indicative of the keen interest the display 
created and with rope sales boosted to a new record, what 
better results could anyone want? 

While a display of this kind should produce good re- 
sults at any season of the year, the spring and summer 
months offer the best opportunity due to the seasonal 
rope demand for hundreds of outdoor uses. May we 
suggest that you use a similar plan to increase your rope 
business and if you don’t care to follow Serson’s “suite” 
—trump it, if possible, and favor us with the details. 


Will June Wedding Bells Make 
Your Cash Register Ring? 


(Continued from page 66) 


Immaculate, fresh appearing merchandise should be dis- 
played with care and good taste to create a favorable im- 
pression with this class of goods especially. The win- 
dow display illustrated is one example of the proper 
sort of window for showing wedding gifts. It is simple 
yet neat and attractive. This window was responsible 
for greatly increased sales in the silverware section of 
the Smith-Winchester Company, Jackson, Mich. Donald 
R. Ball was the trimmer. Asbestos pipe covering was 
gilded and used to make the organ pipes which con- 
stitute the center organ effect in the background. 
Palms and ferns were rented from a local florist at a 
nominal fee and the brides bouquet, which was of 
artificial flowers, the gloves, the handkerchief and bench 
were borrowed from a department store, that was glad 
to loan them for the purpose. Thus, the window re- 
quired a minimum expenditure. The show card in the 
foreground read: “Distinguished people choose the 
Brides Wedding Gifts from Smith-Winchester’s.” 

There is little room for improvement, but we are con- 
vinced that a tastily wrapped package, to show the firm 
can wrap a gift package just as neatly and completely 
as any competitor would not be amiss. 
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Coleman Company Inaugurates | 


Unique Radio Features 


man Lamp & Stove Co., Wichita, Kan., gathers its 

talent for the radio program from WLS, the Prairie 
Farmer Station in Chicago. A unique cooking school 
presents Coleman’s message twice weekly, on Wednes- 
day and Saturday mornings at 10.45 o’clock. <A half 
hour musical program comes each Thursday night at 
7.30 o'clock and is devoted to old-time favorites. 


a gas stove to symphony orchestra, the Cole- 





The morning cooking school is on the air direct from 
the frying pan. A standard Coleman gas. range is set up 
in the studio beside the microphone used by Martha 
Crane, home economics expert. Miss Crane explains all 
the details of preparing savory roasts, steaks and fried 
meats, meanwhile actually carrying out the particular 
operation on the stove. Short cuts in cooking, household 
hints of every description, and tasty new recipes make 


up the period. 


The Thursday night entertainment presents a ten 


piece orchestra, composed of former Chicago Symphony 
orchestra men, the St. Olaf’s quartet, four well known 
college singers, and a Hawaiian guitar duo. 

Old-fashioned music rules on the Coleman program. 
Tunes popular decades ago are reviewed by the orchestra 
and entertainers. To link up the music an interesting 
dialogue is used between Father and Mother Coleman. 
Since the listeners of WLS are, for the most part, agri- 
cultural people, the program is built especially to bring 
back memories of the past for them. The mail response 
has indicated that programs of this type are very popular 
with listeners. 


| 








CORCORAN 





one 


piece 


Steel Bathroom 





PATENT 


PENDING 


"CABINIETS — 











Corcoran One Piece 
Cabinets invite the most 
critical inspection, for 
inside and out they pre- 
sent startling innova- 
tions in cabinet design 


and construction. 


Hardware Jobbers will 
be particularly inter- 
ested in this unusual 
line of outstanding 
merit. Write today for 
full particulars for a 
live proposition. 

Nineteen models in 
Venetian Mirror Door, 
Mirror and 
Regular Insert Type 
Cabinets. Catalogue on 


request. 


Colonial 


Corcoran Cabinets are 
sold through Jobbers 
only. 





Inside and 

out — reveal 

a New Idea 
of 


CABINET 
QUALITY 


Corcoran Cabinets are the 
original One-Piece Steel 
Cabinets. No cracks, no 
seams, no welded joints, no 
raw edges. 




















Cabinet body and flange drawn 
from one continuous piece of 
steel. 


Round corners inside and out- 
side harmonize with all bath- 
room fixtures. 


Continuous piano type brass 
hinge will not sag or warp. 


shelves cannot 


Bulb edge glass 
slip forward. 


Heavy brass spring catch. 


Door action cushioned by spe- 
elally designed door catch knob. 


Special device prevents mirror 
breakage. 


THE CORCORAN MFG. COMPANY 


Norwood 


Cincinnati, Ohio 


Corcoran Mfg. Company, Dept. HA. 
| Gentlemen: 


send catalogue and full details. 


We are interested in Corcoran One-Piece Steel Bathroom Cabinets. 


Kindly 
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OVER 5000 HARDWARE DEALERS 
PICKING UP NEW PROFITS WITH 


PLEWS 
FORCE-FEED 


OILERS 


Nothing else like them. Not 
air-pressure—no 
plungers or valves 


steel or brass. 
of operation. 





No. 5—% Pint 
$1.00 






No. 42D—1 Pint 
$2.00 

leather 

All working parts are of 

Lever principle pump for ease 


Strong yet light and handy for 
reaching out of the way bear- 


ings. Pump any grade or kind 
of oil and will feed in any po- 
sition. 


10 different models—$1.00 to $2.60. 
Over 300,000 in use. 


Unusually durable and reliable. 


Write today for folder describing 
the full line. 


Jobber Inquiries Invited 


PLEWS OILER CO., MINNEAPOLIS, MINN. 


EASTERN OFFICE 
and WAREHOUSE 


{ 2401 CHESTNUT STREET 
{ PHILADELPHIA, PA. 














SKILS. 





HERE IT IS! 


Here you see our “silent 
salesman” —an_ attractive 
machine display stand. 
Place it in your store—or 
your display window. Con- 
tractors, builders, carpen- 
ters and others who have 
any sawing to do, coming 
in your store will certainly 
see this attractively col- 
ored display stand and in- 
quire about SKILSAW— 
the original portable elec- 
tric hand saw. It helps 
you to sell’ a saw that’s 
nationally advertised — a 
saw with a REPUTATION 
for safety, speed, power, 
accuracy and durability in 
sawing. Obviously a “best 
seller.” Gives you a quick 
turnover—5 to 6 times a 
year. 


An extellent paying prop- 
osition for you. 
Write for full information. 


SKILSAW inc 


Dept. E 
3317 Elston Ave. Chicago, Ill. 











New Office Building Marks Quarter Century 
Milestone in Rapid Growth of 
Richards-Wilcox Company 


, i SHE Richards - Wilcox 
Manufacturing Co. has re- 
cently moved its general 

offices to the new and larger 

quarters provided in its modern 
office building. It is interesting 
to know that the office 
building contains one and one- 
half times the floor space of the 
combined plant and office area 
of the parent Richards Co. in 
1904. Over three times as 
many persons are employed in 
the new offices alone as were on 
the entire Richards-Wilcox pay roll in the early days of 
its history. Nine items constituted the products at the 
start and now more than 20,000 separate pieces are made 
in the plant, for use in assembling several thousand 


new 





W. H. FITCH 
Pres. and Gen. Mgr. 


products. 

Much of the remarkable success of the company can 
be attributed to the untiring efforts and business acumen 
of W. H. Fitch, president and general manager. Mr. 
Fitch was secretary and manager of the Richards Man- 
ufacturing Co., and the reputation for fair treatment 
and honest products which this concern has established 
is largely due to the integrity and character of the man 
at the helm. 

Richards-Wilcox are vitally interested in the welfare 
of their employees and have extended a helping hand in 
many directions. For the past eleven years each em- 
ployee has received a cash bonus amounting to a gen- 
erous percentage of his annual wages, as a Christmas 
vift from the company. Each employee of six month’s 
standing is furnished with a life insurance policy, which 
begins at $500 and increases $100 each year until $2,000 
is reached—all premiums being paid by the company. 
One-half the annual dues of any employee in the Y. M. 
C. A. or Y. W. C. A. are paid by the company, and in 
addition a nurse and welfare worker are provided at 


company expense in case of sickness. 
Just such evidences of interest, both within their own 





. a 
5 ee 


The new office building of Richards-Wilcox is modern in 

every detail. More than three times as many persons 

are employed in it as were on the company’s entire pay-roll 
during the early days of its history 
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organization and in the treatment accorded their cus- | 


tomers has helped to make the record of Richards- 
Wilcox a reality. 

The company has recently purchased the four-story 
building at 178 West Lake Street, Chicago, IIL, 
the Baptist Theological Union, for a reported cash con- 
sideration of $100,000. The lot is 20 x 150 ft. 

It is understood that the new owner, now located at 
168 West Lake Street, a few doors east of the new 
building, will occupy the premises upon the expiration 
of the present leases. 





Spaciousness and modernness are paramount throughout 


the new office building. From the above reproduction, a 
section of one floor can be seen 


Safety 7 ae for 
Children’s Day 


(Continued from page 55) 





The circular also offers these ten constructive sugges- 
tions : 
1. Make good window displays and advertise in 
your local papers. 
2. Put new life into the Toy Department, just as 
you do at Christmas. 


3. Have a Children’s Party on Children’s Day. <A | 


local dancing school will be glad to cooperate 
by furnishing entertainment. 


merchants of the city back of the movement, as 
they do for “Dollar Days,” and similar buying 
stimulants. 

The newspapers will be glad to cooperate by 
publishing stories pertaining to Children’s Day 
to interest the people of the city. We will send 
you short articles for the papers. 

Ask the local moving picture houses to run spe- 
cial programs for children on Children’s Day. 

. Playgrounds in many cities are planning contest 
and sports programs. Ask your local Play- 
ground Supervisor to do this. 

The street car company, if asked, might put 
posters on the cars, calling attention to Child- 
ren’s Day, just as they do for the Red Cross 
and other movements. 

. If your city has a radio station, the manager | 


on 


will be glad to put on a Children’s Day program. 


Call the attention of the local — rs of Boy 
Scouts, Boy Rangers, Girl Scouts, Camp Fire 
Girls, etc., to the event. It is a good occasion 
for them to celebrate. 


. Have your Chamber of Commerce get all the | 


from 











y storage 
| facilities 
for 
permanence and economy 


GFis giving to business men 
acomplete shelving service. 
This includes a preliminary 
survey of your storage 
problem—available space 
and materials to be stored 
—together with a complete 
working drawing that 
shows location of shelving, 
size of bins and spacing 
of shelves. 


If you have a storage prob- 
lem, give careful consider- 
ation to GF Allsteel Shelv- 
ing. Costs no more and 
lasts a life time. 


THE GENERAL FIREPROOFING Co. 
Youngstown, Ohio Canadian Plant, Toronto 


BRANCHES AND DEALERS 
IN ALL PRINCIPAL CITIES 


The GF Allsteel Line: Filing Cabinets * Shelving + Sec- 
tional Cases - Transfer Cases + Storage Cabinets - Safes 


ocument Files + Desks + Tables + Supplies 





"Serves and Survives” 





gev=ece=ce Attach this coupon to your firm letterhead ree ce 
THE GENERAL FIREPROOFING COMPANY | 


Youngstown, Ohio 
Please send me a copy of the GF Shelving C atalog. 


Name —— 
Firm 
Address - 
Cip——. 
State 


























THE COMPLETE LINE OF OFFICE EQUIPMENT 
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Safety Features in Noise Making Toys 


Every year throughout the country, legislation increases 
in the safety campaign against noise makers and fireworks 
which tend to destroy human life and property. One of the 
most vital selling factors in the toy industry today is the 
safety element. Dolls, blocks and beads are advertised as 
having non-poisonous painted surfaces; wheel toys are 
built low to prevent tipping and many other items are 
built “extra strong” in order that no part may give way 
causing injury. It is important to both buyer and seller 
that all toys for use in unsupervised play, be safe, sane 
and non-injurious, yet retaining all the play features for 
which they were designed. Believing hardware dealers are 
intensely interested in the sale and usage of safety toys, 
The Conestoga Corporation of Bethlehem, Pa., furnishes 
the following data relative to its line of “Big-Bang” safety 
toys using Bangsite ammunition. These toys include 
cannons, pistols, bombing plane and tank. 


Is New York City, a Superior Court ruling states that 
the Big-Bang toy is not a “Firework.” The Interstate 
Commerce Commission has ruled that calcium carbide is not 
to be classified as a dangerous article. The New York 
Board of Fire Underwriters has made it permissible to 
ship this ammunition below decks on shipboard and U. S. 
Post Office authorities allow Bangsite to be sent through 
the mails without special marking, as it is not classified 
as an explosive. 


The fire risk with Bangsite is negligible. In order to 


have it ignite, it is necessary to have the ammunition, water 
in contact with it, proper balance of air and acetylene gas, 
a means of ignition and a confined space. The combina- 
tion of all factors at one time is so rare that it is practically 
impossible to cause a fire. The fire risk is further reduced 
by packing this ammunition in small air-tight lead con- 
tainers. Twelve tubes are packed in a carton and each 
tube is placed in a separate compartment. Should the tubes 
be broken open through the crushing of the carton, the 
quantity of inflammable gas to be formed would be definitely 
limited. If water were present, the tube would be kept 
below the melting point of the metal of which the tube 
is made. If the tube were broken and if water, air and 
flame were all present at the same instant—highly im- 
probable—the water would extinguish the burning of the 
limited quantity of gas. 


i carefulness in choosing the chemical ingredients 
which has been exercised by The Conestoga Corporation 
and the preparations provided for safe shipping and stocking 
has made the Big-Bang line of safety toys well known 
throughout the country. Among those who have approved 
of this toy line for celebrating purposes are the Bureau 
of Laboratories, Department of Health in New York 
City; Chief of Fire Prevention and Public Safety in that 
city and Rand, McNally & Co., publisher of Child Life, 
whose Child Life Seal of Approval has been placed thereon. 
The Conestoga line has also been approved for use as 





C , 
A 4-Color Store Magazine for retail 
hardware dealers who want something 


exceptional, combining highest attrac- 
tiveness, economy and “pull” in their 


direct mail advertising matter. 
duced by BUNTING, of course. 





Bunting “Standard” 2-Color 
Store Magazines are being 
used, with telling effect, by 
nearly 900 Hardware Stores. 
The new 4-color service is an 
addition to our line to meet a 
demand from dealers who 
have more extended advertis- 
ing appropriations. 











Pro- 


Samples for the asking. 


THE BUNTING SYSTEM 


North Chicago, Illinois 
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premiums by many publications having a countrywide cir- 
culation. 

The safety secret of the Big-Bang line is like many 
other trade secrets—not a secret at all. The element of 
safety arises from the Bangsite ammunition which is used. 
Neither matches nor gunpowder are used with it; there is 





no forceful explosion, no hot flame. Bangsite is a non- 
explosive and cannot be set off by hammering the grains on 
a hard surface. 

Bangsite ammunition is a specially prepared calcium 
carbide. It results when a mixture of powdered lime and 
powdered charcoal is heated intensely in an electric furnace. 
The carbon takes the oxygen away from .the lime and 
combines with it, forming carbon gas. The excess of 
carbon combines with the calcium, forming calcium carbide. 
In other words, the lime and charcoal become gas and 
calcium carbide. 

When the calcium is put in water, it combines with the 
oxygen of the water forming acetylene gas, such as is used 
for lamps and lanterns. As acetylene gas burns, it com- 
bines with the oxygen of the air and forms water and 
carbon dioxide. 

Let us now see how this chemical reaction is employed 


to operate a toy bringing pleasure to thousands of 
youngsters. A small charge of this ammunition is inserted 
at the end of the cannon’s breech block. The block is 
then inserted and given a quarter turn. This does a double 
duty—locks the breech securely and empties the ammuni- 
tion into the water chamber. 

As previously explained, acetylene gas is formed and 
ignited by the spark made through the pushing down of 
the firing plunger. The ignited acetylene combines with 
the oxygen of the air and generates heat so that the gases 
which are produced by the burning of the acetylene gas are 
heated to a higher temperature and expand. This expansion 
of gases in the rear of the cannon, forces the remaining 
gases, mixed with air, out through the muzzle of the gun. 

Since the combustion is completed outside the barrel, the 
report is produced by the formation of a vacuum and the 
resulting in-rush of air. This can possibly be further ex- 
plained by referring to the breaking of the old fashioned 
carbon electric lamp. The interior of the lamp was prac- 
tically a vacuum and when the glass was broken, the air 
rushed in under a pressure of about 15 Ib. per square inch. 
It is this coming together of the air with force that pro- 
duces that “safe” noise. 

An over-charge of Bangsite ammunition acts similar to 
the “flooding” of a gasoline engine. If too much ammuni- 
tion is used, too much gas is formed for the amount of air 
contained in the firing chamber and instead of burning in- 
stantaneously, it burns slowly with only gradual expansion, 
giving less report and black smoke. The heat energy de- 
veloped in firing one of the Big Bang cannons is equivalent 
to the heat energy in one-tenth of a drop of gasoline. 

In tests recently conducted, absorbent cotton was placed 
at various distances from the gun’s muzzle when it was to 
be fired. The cotton was blown away but did not ignite. 





Endorsed by Hardware Men 


because it’s the most modern, practical, speedy, 
compact and easily learned method. Wherever 
there’s a 


Patented March 16, 1926 


you’ll see signs that, instead of looking like printing, 
have the real hand lettered look. Make them in the 
privacy of your own store. Make them as you need 
them. Have your own Sign Shop ready to turn out 
Price Tickets, Streamers and other types of signs—all 
in attractive style and at no serious expense except the 
spare time of a clerk. 


A SIGN SHOP for YOUR STORE 


Large production, coupled with low selling cost, enables 
us to supply the outfit at a very low price—less than a 
week’s wages for a card writer. 


Send coupon for complete information. Users tell us— 








“People notice our show 
cards now.” 

“Never received more — 
dollar for dollar.’’ 

“Wouldn’t part with it— 
paid for itself several times 
over.” 

“A month’s use proved its 
value.”’ 

“Showcarder produced 
largest holiday trade in his- 
tory.’’ 


“Wish we could have got- 
ten one 24 years ago when 
we began business.” 

_ “Office girl now makes the 
signs.”’ 

“Doubled our sales.’’ 


‘We use signs more 
freely.”’ 
“The cost is so small.” 


“It’s a pleasure to make 
signs with it.” 
“ae only up-to-date out- 





SHOWCARDER, INC. 
2332 University Avenue, St. Paul, Minn. 


Please send complete information and prices om your 
Showcarder. 


Name 
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VACUUM 
FREEZER 


Self-Freezing 


A good point to feature about Every- 
body’s Self Freezer is that while the 
family is at church, playing bridge, 
etc., Everybody’s self freezer freezes the 
ice cream. Popular sizes at popular 
prices. 


BUY FROM YOUR JOBBER 








1140 BROADWAY, NEW YORK, N. Y. 





One of the newer 
PYREX Items 


T. M. Reg. U.S. Pat. Off. 


SHROOM Dish and 

Bell Cover or Shirred Egg 

Dish. Number 152 Combina- 

tion. Twelve in case. Trade 

price, $.83. Retail price, $1.25. 
Order through your jobber. 


CORNING GLASS WORKS 


CORNING, N. Y. 












Garden & Lawn Tools 


The acknowledged leaders for over 
35 years. Hand Cultivators, for 
gardens and flower beds, in 3 sizes 
to meet every requirement. 


OUT-U-KUM Weed Pullers which 
remove weed and entire root 
without injury to lawn. Both 
rapid sellers. 


Send for Circular and Prices. 
Manufactured only by 


Cc. 8S. NORCROSS & SONS 
BUSHNELL, ILL. U. S. A. 














The Cutter-Proof Lock 


Shackle defies 36” bolt cut- 
ters. Body cut from solid 
bar bronze. Unequalled for 
service. Low in price. Big 
in profits. 


E. P. Hurd, Lock Builder, 
Detroit, Michigan 


SNAP LOCKS 








The New Amalgamation 
(Continued from page 61) 


next year. We want originality. We are willing to 
pay for originality, and originality we must have.” 

Then these advertising men submitted their advertis- 
ing plans. Their ads were certainly original. The most 
original thing about these ads was the color scheme. I 
wish I could tell you how this color scheme was worked 
out by the advertising agency, but I was especially cau- 
tioned not to write or say anything about their methods 
because it was a secret that was unknown in the United 
States, and naturally they did not wish me to give the 
information out free, gratis, for nothing, to all of their 
competitors. I had seen something similar to this color 
scheme in foreign advertising, especially in France, but 
I never knew how the colors were worked out. It was 
all very interesting. 

3y the way, if you are interested in very beautiful 
printing, just write to Brentano’s, New York, for one 
of the special issues of “L’/llustration” of Paris. This 
is the last word in artistic colored printing. Nothing 
like it has ever been produced in the United States or 
in any other part of the world. The copy I have before 
me, which happens to be an old one, is on Japanese and 
Chinese art. There are many reproductions in colors of 
Chinese and Japanese etchings produced in the Middle 
Ages. You never saw anything more beautiful. These 
etchings could be removed from the magazine and would 
make beautiful pictures for the walls of any home. I 
think if I had a bungalow in the country I would buy 
this edition of “L’/llustration,” cut out these pictures 
and use them on the walls of the bungalow. You would 
be sure of one thing: Your taste would be of the best. 

There is a direct appeal in Japanese art that one does 
not get from any other source. I speak of this because 
the advertising of this great house for the coming year 
in its motif will very closely approach the flat colors used 
by the ancient and modern Japanese. 


B UT, what has all this to do with jobbers and selling? 
To me, I think it has a lot to do with it. Some day some 
jobber is going to plan and get out a catalog that will be 
so artistic and unusual, and at the same time practical, 
that he will revolutionize the making of catalogs. 

Halsey C. Ives was the Art Director of the Chicago 
Exposition. He was also the Art Director of the St. 
Louis World’s Fair. It was my privilege to know him 
well. I can remember at his country place, near St. 
[.ouis, he had a flat glass covered case on the wall about 
6 x 10 ft. The background of this case was blue velvet. 
Pinned on this velvet were hundreds of decorations 
Professor Ives had received from nations all over the 
world. I never saw him wear any of his decorations, but 
probably there is no man in the United States who had 
a greater collection of decorations than Professor Ives. 
I happen to refer to him simply because I think of him 
now sitting in his library, talking to me, with this col- 
lection of decorations on the wall just back of him. 

There was one principle of art that Professor Ives 
always stressed, and that was that art should not be a 
thing separate and apart in our lives. Art should be an 
every day inspiration. The things we wear, the tools we 
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use, the books we handle—even the advertisements we 
read—should all be an expression of art. Of course, 
you know the best definition of art is simply the ex- 
pression of what is beautiful and what is true. 

Art in business—science in business. It has been my 
peculiar fate in life to be mixed up with scientists and 
with artists. The other day I had occasion to talk to a 
scientist, who also happens to be a great hunter. The 
question came up in our discussion as to the number of 
birds that hunters crippie but do not kill. 

“Well,” said this scientist, “that is a subject in which 
I am especially interested.” He then proceeded to dig 
up a notebook, covering his hunting trips over a period 
of years. I was interested in this notebook. He had 
all kinds of data carefully entered and classified, in re- 
gard to his shooting—the number of birds of all kinds 
he had shot in a year, the weather every day, the tem- 
perature and remarks about the condition of the birds. 
The most surprising thing in this collection of statistics 
was his record of the number of birds he had wounded 
that got away from him. 

Now, I wonder how many hunters know how many 
birds a good shot will wound or cripple but will not get? 
Over a period of ten years this shooting scientist indi- 
cated that cripples were 11 per cent of the total number 
of birds killed. 

One year I happened to notice there was quite an in- 
crease in the percentage of the birds crippled. I in- 
quired the reason. “That year,” said my scientific 
friend, “I was hunting with-a very poor dog. Here is 
another year. You will note the number of cripples was 


very small. That year I had one of my best dogs. He 
was almost perfect in his ability to hunt game.” This 


also was interesting. 

The practical point at issue was whether there were 
more birds crippled by using a double gun or an auto- 
loading. Would an extra shot get the cripple? 

I have before me an article written by Major L. W. T. 
Waller, Jr., which appears in the April issue of “The 
DuPont Magazine.” The Major writes a most interest- 
ing article on the subject of “The Price of Progress Is 
Research.” Major Waller stresses a paragraph, with 
the statement “There is an intimate relationship between 
science and business.” Then he adds: ‘‘Where would 
the suspender business be without the law of gravita- 
tion?” This illustration is one of the most apt I have 
ever seen of a combination of science and business. 

The good Major refers to the changes that are taking 
place in business. He writes: “Barber shops were once 
a haven of refuge for masculine humanity, but since they 
have become ‘bobber’ shops, so conservative a publica- 
tion as the Police Gazette is reported to be printing two 
pages of embroidery notes.” 

Then the Major goes on to describe Belshazzar’s feast, 
where Daniel points to the handwriting on the wall. 
The Major well states that there is a great likeness be- 
tween modern business and Belshazzar. Time after 
time in business there has been the handwriting on the 
wall, but it has been ignored, and as a result, like Bel- 
shazzar, whole lines of merchandisers, failing to see the 
warning, have been put out of business and another has 
ruled in their stead. 

“You have been weighed in the balance and found 
wanting.” 

















The “X-tra Quality” 
in these shovels is 
more than a name— 
they really have 
more quality than 
usual. 











Indiana X-tra Quali- 
ty Shovels give the 
customer extra ser- 
vice. They assure 
extra profits for the 
dealer who sells 
them. 











Write for literature 
Indiana Rolling Mill Co. 


Indiana 






New Castle, 




















GOOD STEADY PROFIT 
No Cut Throat Competition 


SCOTT DRAINER“FILLER 


FOR WASH DAY 





WHAT IT DOES— 


Stops wash day’s worst job,—filling, emptying and carrying 
pails of water. The Scott Filler and Drainer puts water 
in and takes it out of any make of washer. Creates a 
pumping action THREE TIMES FASTER THAN SYPHON. 
SPECIAL WHITE TUBING that withstands scalding water. 
Operates on low water pressure. Faucet adapter for un- 
threaded faucets. 


WHO RECOMMENDS IT— 


Approved and recommended by Good Housekeeping, Modern 
Priscilla, etc. Sold country wide by leading stores. Nation- 
ally advertised. 300,000 in use. Experience proves one 
sells another. 


PROFIT THREE WAYS 


Direct sale of Scott Filler and Drainer. Mederate price 
also permits use as a premium inducement to sell washers. 
Have canvasser use as “door-opener” to get washing machine 
prospects (we will give you details on this successful plan). 














Write Today for Descriptive Folder, Prices, Etc. 


SCOTT PUMP COMPANY 


Also Makers of the Scott Water Pressure Force Pump for 


645-653 ATLANTIC AVE., ROCHESTER, N. Y. 


Sinks 





















102 HARDWARE AGE for May 9, 1929 














This $15,000,000 
Plant is Making Profit 
for Your Store 


F you handle Bottle Caps you know that 

Pyramid and Home Use Brands are dif- 
ferent. The picture above illustrates why 
they are different from any bottle cap on 
the market. 


Here’s the Plant where these remarkable 
caps are made. The originator, the pioneer 
in the industry--this business today is the 
largest of its kind in the world. 


Here in this Plant are combined three fac- 
tors of vital importance to you-- 


VAST PRODUCTION--which means lowest 
possible cost per gross. 

MODERN PLANT--with specialized ma- 
chinery, insuring accuracy and uniformity 
to the highest degree--and absolute clean- 
liness throughout. 

A COM PLETE SERVICE--ample stocks 
newly made, ready for immediate delivery 
from factory or branch nearest you. 























These well known brands in Sanitary packages are 
fast superseding the uncertain loose bulk goods. 


oe 5 ae aR Ee 





If you are not making money on bottle caps, 
write today for our special proposition. 


CROWN CORK & SEAL CO. 


World’s Largest Makers of Bottle Caps 
Baltimore, Md. 























A Fe Padlocks That Show the Wide 


Range of the 
EAGLE LINE 


No. 4436 
2 inch Wrought 
Steel. Warded 
Mechanism. 6 key 
changes. Made in 
7 sizes, from 1 
inch to 3 inches. 


No. 04638 


2% inch Cast 
Brass. Warded 
Mechanism. 6 key @8! 
changes. Madein 
3 sizes, 1%, 1% 
and 2% inches. 


2 ith Gast 
Bronze. High 
grade secure lever 
mechanism. Can 
be made _ with 
3000 key changes, 
or with 2500 key 
changes to mas- 
ter key. 





No. 04283 


2 inch Extruded 
Brass. Pin Tum- 
bler Mechanism. 


Practically unlim- 
ited key changes. 
Made in 6 sizes 
from 1 inch to 
2% inches, with 
Brass or Case 
Hardened Steel 
Shackles 





On request, will be pleased to send catalog showing our 
complete line 


EAGLE LOCK CO. 


General Sales Office 
26 Warren St., New York 
Reg In U S& Pat Off Reg in U S Pat Off 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford St., Boston, Mass. 


Works at Terryville, Connecticut 
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(f° WS185 Union Dish Drainer with out- 











a side permanently fixed silver basket, giving 
} 4 * \ full capacity. Made of heavy electric welded 
\ . steel wire with bright retinned finish. 
We ee 
: ‘ T | | 
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Priced to Sell Themselves | 
INTO EVERY HOME 


Merchandise whose market is unlimited! Can be 
used wherever dishes are washed or trash dis- 
posed of. In price this Union Dish Drainer and 
Safe-T Rubbish Burner fit the family budget of 
the most modest home owner. Equal to similar 
items at 50% higher prices. Price-ticketed and 
displayed, they’ll do most of the selling job them- 
selves. Write for price sheet and description. 





Union 
Steel 
( Products 
Company 

Albion, 
Michigan 







































































Zs Wherever Wrought 
Strap and Tee Hinges 
or Hasps are required, 
these GRIFFIN products 
offer the utmost... in 
sturdy, practical qual- 
ity and service. 










































Retails 
a * at 8% 

PZEX Heavy galvanized 
wire, electric welded 
top and _ bottom. 
Nest for economi- 
cal shipping. Also 
—\ two larger sizes. 











PENNSYLVANIA 
yanch Offices, 


New York, 45 Warren St. 
| org 555 W. Randolph St. 


ion, 76 Batterymarch 
San Francisco, 703 Market St. 
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BRIGHT LIGHTS 





ELL Dietz “Little Wizards” with 

red or white globes to Road 

and Building Contractors and 

Municipal Departments. “Little 

Wizards” are the little lanterns 

with the big light—dependable 
in all kinds of weather. 


“Little Wizard” is also one 
of the best lanterns you can 
feature in displays of sum- 
mer camping equipment. 


R. E. DIETZ 
COMPANY 
NEW YORK 


Largest Makers of Lan- 

terns in the World. Out- 

put Distributed Through 
JOBBERS Only. 


FOUNDED 1840 


(RED 


NO OTHER COLOR 
MEANS DANGER 





DIETZ LITTLE WIZARD | 
COLD BLAST LANTERNS 
— THE UNFAILING 

















LAWN 


FENCE 


PAGE 


For profits— 
sell America’s 
original wire fence 


Pleasing appearance and outstand- 
ing quality since 1883—make Page 
Lawn Fence first choice with fence 
buyers everywhere. 


You can profit from this proved 
quality. Fence time is now. Page 
Lawn Fence comes in two styles to 
meet price requirements. Both 
styles are made to Page standards. 
Long-lived, quality construction is 
assured. Complete information, 
prices and name of Page distributor 
in your vicinity, on request. 


PAGE STEEL and 
WIRE COMPANY 
Bridgeport, Connecticut 


FENCE DEPARTMENT 
District Offices: 
Chicago New York Pittsburgh San Francisco 
An Associate Company of the American Chain Company, Inc. 


In Canada: Dominion Chain Company, Limited 
Niagara Falls, Ontario 





Perfection 


36, 42 and 48 inch 
lengths 


Avery popular design. 
Close spacing of pickets 
at bottom leaves no foot- 
hold for children— proof 
against dogs, cats and 
chickens. 





Economy 
36, 42, 48, 60, 72 and 
8&4 inch heights 


A moderately priced fabric 
that combines utility with 
durability. Plain galvanized 
finish unless otherwise 
specified. Furnished 
painted green to order at 
slight additional cost. 
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Spruce Ladders. 


construction. 





Common 
Extension 





We manufacture strictly 


Spruce properly AIR 
DRIED is superior to any 
other material for ladder 





Painter's Trestle 


Ee ee ee ee eee ee EEE EE EEE UEC ECE CTT ETE TTT Te St 


W. W. Babcock Co. 
Bath, N. Y. 


LESSEE EEE SEES SESS SEES ESSE Sere rverrerrereve 






Our New Victor Step Lad- 
der for home use is in a 
class by itself. 


Cur line includes Ladders 
for every purpose. 
the freight. 





Extension Trestle 


We pay 




















Fresh Running Water fr 
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FIG.2508 MYERS 
Junior Self-Oiling 
Shallow Well 
Direct Water 
System /or 


Belt 
, Drive 






Homes XP wool peralisel> we Jt: let 


Let all of your customers enjoy the same run- 
ning water conveniences city water mains provide. 


Carry to them personally the message of relief 


from water drudgery and show them how easily 
they can now have water at the turn of a faucet 
by installing a Myers Water System. 

House, stables, yards—anywhere about the 
premises—your customers are all interested in 
modern water facilities. Many of them are ready 
to step from the old to the new. Others will do 
likewise in the near future. Your trade area is 
your “acre of diamonds.” Support it and make it 
really worth while by meeting every demand with 
a Myers Water System. 

There is a style and size for every need in the 
Myers Line. Some have pressure tanks. Others 
(note illustrations) pump the water direct from the 
source of supply to faucets. Self-oiling, self-start- 
ing, self-stopping—complete automatic control in 
all of its phases—fool proof, economical and reli- 
able—homes, farms, country estates by the thou- 
sands already depend on Myers Water Systems for 
running water conveniences. We will be very glad 
to have one of our representatives see you in the 
near future. Write or wire. 


i F.EJMYERS & BRO. 
ASHLAND, OH10. 


Fifty Years of MYERS HONOR-BILT PUM 


Manufacturers for over 

WATER SYSTEMS- May and grain UNLOADING TOOLS - BARN FACTORY cod 

~ an Belt 

orChain 
Tive 


NGERG- STORE LADDERS. Etc. 
Sa 
qurHat k 
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MYERS FIG.2450 
Self-Oiling 
DeepWell 

Water System 
Belt or 
Chain 
Drive 







FIG.2353 


MYERS Self- Oiling ’ 
Direct Water System % 
Jor Shallow 
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PLUMB TVULS 


&.: HAND-FORGED x | 


For Carpenters, Plumb- 
ers, Auto Mechanics, 
Tinners, Bricklayers, 
Concrete Workers. 


This Display 
Board Sells 
tools fast ! 


Install one in your store. 


Plomb Tools are su- 
perior quality, hand- 
forged for great 
strength and long wear. 


Send for our Complete 
Catalog—we sell you direct 
and Advertise Nationally 


Plomb Tool Company 


2209 Santa Fe Ave., 
Los Angeles 


1146 W. Lake St., Chicage 
4306-36th o —- Island City, 


Immediate Delivery 
from Warehouse 


Stocks 








Superior Hexa- 
gonal Netting, 
thoroughly gal- 
vanized, is a rec- 
ognized standard. 
Woven evenly and 
unrolls in a 
straight line. The 
best costs no 
more. 


The Netting with the 
Rooster Label 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 


y om 








Wey 


How much of the rent | 


(4; Do Your | 
dow Displays | 


W 


¢ 


In. 


Pay? 


Do you use your windows 
merely to let the passerby 
know you sell hardware, 
or do you put them to 
work as “Silent Sales- 
men?” You know a real 
salesman is much more 
valuable than a _ mere 
“Order Taker!” Why 
not put your window dis- 
plays in the selling class? 


Your files of Hardware 
Age describe and picture 
many window displays 
that have made money— 
displays that “Pay the 
Rent” and bring about 
the much sought Rapid 
Turnover. 


Put these ideas to work! 
HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 
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Lucky “You Get 4 Complete Woodworking Shop Jor». 3,Machmnes * 


Antal My Shaping & Hangers 
Ge GP Priced Separately -Buy What You Want-Add as You Need ar FOX included 
‘Ss The Wonder Combination Bench Saw 1" Semele P the Wonder Three-Speed Lathe a theee s Wh 
~ evens i step pulleys and countershaft combined, making lining up of pulleys unnecessary, and the Wonder sy 


Scroll Saw, a practically vibrationiess machine, with which you can do delicate scroll work on 


rays works, 
either light or heavy material. The Scroll Saw has a blower attachment which Bn Bron iy 


— \ "\thout Mot 













a 


Now you den’t have to 
waste time with just 
one so-called ecombina- 
tion. Here is a real 
combination. Ne need 
to tear dewn and re- 
set every time yeu have 
a different duty to per- 
form. Yeu can have 
these 3 machines as 
a complete bench 








45° tilt top table, and the blades can be faced in any direction, giving 
when wanted. SCOTT-BANSBACH MACH. co. 
146 So. Clinton St., Chicago, Ill. 





















A combination of ma 
chines on which you and 
a couple of helpers can 
work and turn out any 
thing desired in the 





( ms : yood-working line 
combination, werking Scroll Saw - -s +2. : hes 
— ‘ Ss saieaiinen 
2S a Bg ae eeelc } s Write for details about 
them ene at a eae SO =, | this WONDER outfit 
time seperately. ‘8 XD be id 2 Sold on 15 days ap 


Droval, money hack 
guarantee 


Repres riatives and Dealers Wanted / 











The Best is none too good HUNDREDS OF HARDWARE STORES 
Find Lawn Mower Sharpening Profitable 


. _" Th h lize th fi 1 
ese stores have come to realize that man rst-class 
CHISELS and GOUGES lawn mowers they sell fail to give good pen rma 


simply because of improper sharpening. These deal- 








SEAR. 20S TRADS MARE ers, by installing an IDEAL LAWN MOWER SHARP- 
ENER and sharpening the mowers themselves, render 
See a much wanted service to their customers and make 
aol 4 liberal profits themselves. 
vere ss P $1.50 to $2.00 PER MOWER 
ee ee for 15 Minutes Work 
Manufactured by Any boy can operate the Ideal. Slip the mower into 
E. A. ans Manufacturing Co., Ltd. the IDEAL without dismantling, make a few simple 
skilstuna, Sweden adjustments and in 15 
minutes the mower is 
SHARK BRAND CHISELS puttedie deamened— 
are sturdy and well made and every blade with a true, 
craftsmen and lovers of good keen edge. The usual 
tools’ appreciate their known charge, $1.50 to $2.50 
; r per mower, is mostly 
quality because of their reputa- profit. é 
tion. oe IDEAL SHARP- 
ENER requires little 
Butt Beveled Edge space, operates from a 
Regular Beveled Edge light socket, and _ its 
Socket and Tanged Chisels = cost is extremely 
Common and Half-Round Gouges ay : 
Write for prices and 
SWEDISH ‘Ba i OLS A HARD WARE ne information 
ade an 
Order from your jebber teday, or write THE FATE-ROOT-HEATH Co. 
1 i PI th, Ohi 
SCANDINAVIAN eam ee 











WESTERN IMPORTING COMPANY, Ltd. PL Zz OQ U TH 
107-109 Lafayette St., New York Ux M LB) f ¥ iy ( 


LE” Ce ete PRODUCTS 





















NON-POISONOUS 


WEED KILLER 
In the Handy Duster 


Feat this attractive counter carton and window display, 
and tie In with aed national advertising campaign new running. 


Quick turnever—g profits. 

powdered weed killer from the perforated cen- 
talner on "weeds te kill all vegetation in paths, driveways, 
“Geli on sight. A remarkably effective weed killer. Repeat 


sales are assured. 
Write today for priecs end literature. 


Chipman Chemical Engineering Co. Inc. 


BOUND BROOK, N. J 
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Good Tape Well Displayed 


When you stock 
a good product 
that is well dis- 
played you don’t 
worry over the 
sales. 


Slipknot  Fric- 
tion Tape is 
such a product. 
It sticks—holds 
—-is not affected 
by the weather 
—<does not dry 
out, and best 
serves all gen- 
eral friction tape 
uses. 


In 1, 2, 4 and 8 oz. rolls, in attractive Orange and 
B lue | packages. Also in snappy Counter Display 
Cartons in 1 and 2 oz. roll sizes. It’s a quick, 
profitable seller. 

SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 


|@ 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warchousee—-New York, Chicage, Philadelphia 
Western Factory—Dayton, Ohie 








MASTER PLIERS 
Unbreakable — Guaranteed 


HE powerful compound egg design means easier cuts, 
longer life, greater usefulness 


Investigate the sales possibilities 
of Master Pliers. Order from your - 
jobber. 


MASTER 
PLIER CORPORATION 


7328 Harrison Street, Forest Park, Illinois 








The Garage Door 


Should have Phenix  specially-designed- bolts and 
holders. They are made, too, for factories, ware- 
houses and fire-doors. A turn of handle locks 

or unlocks top and bottom bolts of both doors. 


PHENIX 
HOLDERS 


prevent acci- 
dents, broken , 
headlights and 
bent fenders. 
Operated by 
hand or foot. 


PHENIX MFG. CO. 


032 Center Street, Milwaukee, Wis. 











Want a Position? 


When hardware concerns want experi- 
enced help they naturally turn to the 
“Positions Wanted” column of the busi- 
a paper that dominates the hardware 


That paper is HARDWARE AGE. 
When you want a position—use the 
HARDWARE AGE Classified Oppor- 


tunities Section. 








look for Mite full name 


Russell Jennings 


Auger Bits 


V4 


Russell Jennings Mfg. Co. 


Chester, Conn. 


AMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) = OOO). 0D) 


SAMSON SPOT, PHOENIX and SACHEM brands 


Pr Varese lier techelae elites latese testa latte 
*There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS~ COTTON TWINES 


Send for catalogue, samples and selling information 
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Where other wrenches 






Genuine Oswego Still- 
son Wrenches have extra 
bearing surface between 
the frame and jaws, where 
extra strength is needed. 













This gives longer wear, right 
and also permits greater large 
bar-clearance and wider ished 





adjustment. Note the all- 
steel handles and rugged 
construction throughout. 

The guaranty tag on 
every genuine Oswego 
Stillson wrench protects 





variot 







atts 





The 






























Ss t Outstanding Value 
ron g \ In Bird Cages 


are weak MIM) \ YORKSHIRE Bird Cages at 

MM I their reasonable prices are the 
best buy on the market. Dealers 
find them a very profitable line. 


These fine cages win bird lovers 


over t 


and 


in 


ai 


hig 
proof lacquer and may be had in 
is rich color combinations 
to suit your customers. 


stands 


- you and your trade against heavily weighted at base and are 
= possible defects in work- made with hand-spun smooth 
: manship or material. covers, adding an extra touch to 
re) Write for complete catalogue of the quality. 

és a a YORKSHIRE 

e) The Oswego Tool SIND CAGE VALUES Send for Complete Catalog and Prices 
‘e) 

C Compan , . . 

0 Ps N & Indianapolis Cage Corporation 

oO s . . 


425 West Vermont St., Indianapolis, Ind. 
Established 1887 Incorporated 1893 Manufacturers of Quality Merchandise for 27 Years 


o them. They're 
ry, beautifully fin- 
rhest grade, rust- 


which match are 




























KIMBALL 
ELEVATORS 










ELECTRICS 


Kimball Light Electrics afford 
a means of vertical transpor- 
tation at a very low initial 
and operating cost. 












These elevators are standard- 
ized in different sizes and de- 
signs—any business, large cr 
small, will do well to inquire 
about Kimball Light Electric 
machines before making a 
final decision regarding eleva- 
tor service. eee 


























Write for Particulars. 
KIMBALL BROS. CO. 
1117-41 Ninth Street 
Council Bluffs, Iowa 



























W. C. Heller & Co. 70-A 
Montpelier, Ohie. 

I want to know ali about the 
new Heller Merchandise Cabinet. 
I understand this does not obli- 
gate me in any way. My name 
and address appear in the mar- 
gin below. 


5-9-29 





























Write 


in 


R 


W. 


700 
New 


name 


There IS 


Something New 


Hardware 
etailing . 

It’s the new 
HELLER 
Merchandise 
Cabinet 


Many enthusiastic reports 
are coming in from hard- 
ware dealers who have 
already installed this new 
style wall cabinet. It has 
been called the greatest 
improvement in hardware 
retailing in a decade. It 
embodies all the best 


principles of good selling. The ledge contains your stock of low- 
priced articles to attract the customer—and then on the cabinet 
doors, just on the level with the eye—he sees similar articles in 
the higher price-range. The appeal is irresistible—the customer 
purchases the high-priced articles—he is better satisfied, and the 
dealer realizes a greater profit. 


Let us explain this new Merohandise Cabinet in detail. 
Don’t lose valuable time by Pa it off. Send the cowpon 


HELLER 


Business Building Store Equipment 


C. HELLER & CO. 


Bryant Street, Montpelier, 
Ohio 


York Office, 20 Vesey St., 
Suite 500 


and address in margin below 














HARDWARE AGE for MAy 9g, 1929 








Motor Car 
Dusters 


Skunkhair 
Gum handle 


WILLY EISENMENGER 
Ludwigsburg (Germany) 


TAINTOR POSITIVE SAW SETS 


have Set the Standard for a Quarter Century. Three 
styles: No. 7, No. 7% (Double Plunger) and Ne. 8 
(New, Natural Grip Set). 


Send for free Book: “Care of Saws.” 
Taintor Mfg. Co., 113 Chambers St., New Yerk G@ity 








Robertson “Horseshoe Magnet” Hammer 





THE HAMMER 
HOLDS 
THE TACK 


The best permanent magnet hammer on the market. 
A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 











Awarded Silver Medal Panama-Pacific Exposition 


Name and design trade marks registered U. 8. Pat. Off. 
ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 


Osborne High Grade Punches 


A varied and attractive line for the Hardware Trade. Alse: 
Leather Workers’, Trimmers’ and Upholsterers’ and Pilembers’ 


The above tools will please your custemers, as well as our 
famous Round and Oval 


Remember we have Rd ee te —~ oe - = 
faeturing experience, em on! workmen a use 
@uest quality of materials. 

We ctand back of every tool we make. Try us. 

Write Bg Catalog. 


C. 8. OSBORNE & NEWARK, N. J. 
ReTABLISHED 1826 











Since 1860 
GRANITE STATE 
LAWN MOWERS 


Trimmers and Edgers have 
pleased their users. Is your 
stock ready for display? 
Write to 


Granite State Mowing Machine Co. 
HINSDALE, N. H., SINCE 1860 
See our Line in Hardware Age Catalog. 








E IF9S cusnion TIRE 














\STORE LADDERS 


— Insure perfect shelf service for any 

-—}—J line of merchandise. Deep tread “ta 
Sy, pro ~ 1 a spaced, with Re ae < fi 

> Say, length Randholds on 

a ladder pone —— or y hy 

f.— gase. pus coer 


lace a... bees wp tee 
Ing. Cushioned 7 Tired Trolley and Truck Wheels elim- 
' inatenoiseand prevent vibration. Erection as simple 
23 A,B,C. Utihize mall space. Make se shelves 
safely available stock 
neat of desi Enahed any how height col ceil- 
ing. Thousands in use. Cireular on request. 


mt FE. MYERS & BRO.co. 
ASHLAND, On 10. 















































PUMPS-WATER SYSTEMS- HAY FOOLS - DOOR HANGERS 





he | WA 99 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 
ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 


eee _ 











ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
a AA 


Sponsored by 
JOHANESON, WALES 
& SPARRE, INC. 
Imperters 
162 Chambers St., 
New York City 
Tel.: BARelay 0844 
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ses eeeeeeeesstseeeeaes 
SS esseeseseeseeesesteseetes 


They set up a how 


Wolves of Lenox! 


ay mechanics the 
whe 


pri 
culekiy sense the difference in <— 
super-strong, long-lasting a 

by mame again and again! Their 

demand fer quality means = volumo 
for dealer—turnover—profits ! 

Attrastvny packaged—well advertised— 

us start to sell these Packs of Lenox 
Wolves in your territory for yeu. 


at an en the Plaid Box 
AMERICAN SAW & MANUFACTURING COMPANY 
Massachusetts 





ry 
g 
mit 
g 
vif 





GOOD 
WwooD 
HANDLES 


Plain, or Enameled 
IN COLORS 


Stratton Mfg.Co., Stratton, Maine 





















Dp 


Screw Jacks /*- 


Sell on Sight! 
Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal . 


Temp! eton. Kenly & C 0 and Trench Braces f{ 
Pall nicdincchad have been famous 


Chic: agile MT. Ss 


impltex Lever Jacks, | 





Fast Sellers 
DECORATIVE 


Moore Push-Pins 


Four Colors Three Sizes 
Gilt Decorations 











Every woman wants them 
Packed 48 10c. blocks to Display 





ox 
Attractive Discounts 


MOORE PUSH-PIN CO. 
Wayne Junction, Philadelphia 








BULL@ FROG 


WHEELBARROWS 


This outstanding Bull Frog No. 301 has met with en- 
thusiastic, nationwide acceptance. It is the one great 
all-purpose barrow appealing with equal force to con- 
tractors and home folks. Light weight, easy running, 
compact, painted red and black, and popular-priced. 
Other Bull Frog barrows, carts, and scrapers for every 
garden, farm, mine, mill, contracting and industrial use. 
Write for catalog. 


The Toledo Wheel- 
barrow Company 
Toledo, Ohio 


Branch Office and Warehouse 














Chicago: 
69 E. Wacker Drive 


hnown and Trusted 
for thetr unfailing 
accuracy — 
IBS 


BROWN & SHARPE 
Toots 


“World's Standard of ANecaracy”™ 

















lrade 
Mark 


Ask for samples. 


Nail and Cuticle 
Nippers 
EMIL GIERLING 


SOLINGEN 
GERMANY 











_THE MARK or AGOOD MOWES 
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lassified Opportunities 





Use the “Classified 


iti Section” to reach Hardware Manufacturers, 


Opportunities 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 
Each additional inch........ 


Positions Wanted Advertisements 
50% off rates quoted 
Address your advertisements and replies to 








Set Solid, Minimum of 5& lines... .$3.00 
Each additional line £0 


eee eeeeeeeee 


All Capitals, Minimum of 5 lines.. 4.00 
Average 10 words to a line 
Allow One Line for Keyed Address 

Samples of merchandise, literature, emer = etc., 





Discounts for Classified Advertising 
OGEINS SHE: oa} 6 Saatiens, 20% 


Remittance Must Accompany Order 


Hard 
fenition, “ae0e Went seth ate” Rew 
York City 


Harpwars Acp is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 








—e than ordinary reforwarding postage should not 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





MANUFACTURERS OF METAL GOODS with large plant, and 
facilities to manufacture various types of metal goods, desirous of enlarg- 
ing scope by buying out or merging with one or two established metal, 
toy, hardware or housefurnishing manufacturers. Must be in good stand- 
ing and have real line of merchandise. Give full particulars in confi- 
dence. Will exchange references. Address Box 1-356, care of HARDWARE 


Ace, New York. 





FOR SALE—Retail hardware, paint and sporting goods business in 
a growing New England city of 55,000 population. resent owner wishes 
to retire after many years of profitable business. Stock and modern fix- 
tures inventory® about $30,000. Exceptional opportunity for experienced 
hardware man or two enterprising young men. Address Box I-351, care 
of Harpware Ace, New York. 





FOR SALE--TO CLOSE ESTATE of Theo. Richey, the Richey Hard- 
ware Company's store at Sheridan, Indiana, is for sale. It is a clean stock 
of general merchandise in one of the best dairying and farming communi- 
ties in Indiana. A successful business for 35 years. Sheridan is the home 
of the state’s largest condensery with bi-monthly payments of $1,000,000 
per year. Only one other store in town of 1800 people. Address DAISY 
RICHEY THISTLETHWAITE, Administratrix, Sheridan, Indiana. 


WANTED TO PURCHASE HARDWARE, paint, housefurnishing 
store located in New Jersey. Long Island or Suburban New York. Ability 
to show good protits and prospects for development most important. Price 
must be reasonable. Give full details in first letter. Address Box 1-384, 
care of Harpware Ace, New York. 


FOR SALE—PROSPEROUS RETAIL HARDWARE BUSINESS in 
Northern New Jersey. inventory $30,000, will rent on long lease or sell 
building. Population 25,000. Five railroads and large industries with big 
payrolls. An opportunity while Address Box I-381, care of 
Harpware Ace, New York. 


worth 


FOR SALE—A profitable and growing hardware, boat supaly and 
housefurnishing business located on best section of Long Island. ill sell 
at a sacrifice. Liberal discount will be made for cash or terms made 
reasonable. Address Box I-355, care of Harpware Ace, New York. 





FOR SALE—NEW YORK CITY HARDWARE AND HOUSEFUR.- 
NISHING. Best colored section. Invoice $14,000. Good clean stock. 
Price $12,000. Long lease. Owner wants to retire. Address Box 1-363. 
care of Harpware Ace, New York. 





FOR SALE—AN EXCEPTIONAL CLEAN STOCK of hardware in a 
growing and industrial city. II] health of partner causing us to sacrifice 
our store and business. Address all communications to €. J. MILLER, 
426 Dickason St., Fremont, Ohio. 





FOR SALE—Up-to-date retail hardware and paint store located in best 
business section of Baldwin, L. I. Stock and fixtures inventory at about 
$10,000. Address Box I-352, care of Harpware Ace, New York. 


FOR SALE—BROOKLYN HARDWARE ANT? SUPPLY STORE in 
mill and home section. Good clean stock. Established 75 years. Owner 
vishes to retire. Address 661 Manhattan Avenue, Brooklyn, N. Y 


FOR SALERETAIL HARDWARE BUSINESS. Good opportunity 
POST 7g 8 


Good reasons for selling. E. N. Tr, Blairstown, N. 


HELP WANTED 








HARDWARE HELP WANTED—Man about forty years old experi- 
enced in the Bolt, Screw and Shelf hardware line to take charge of the 
Stock Room, accessory division, of a large Jobbing House, who can syste- 
matically handle the stock, orders and men. Permanent position for the 
right man. State Salary and experience. Address Box I-367, care of 
Harpware Ace, New York. 








HELP SPECIALISTS 


HARDWARE INDUSTRY IN NEW YORK 


STATE 
MALE AND FEMALE 


FOR THE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
Remington Building 


113 W. 42nd Street Bryant 7374-5-6 








1) 








HARDWARE STORE EXECUTIVE versed in the modern methods 
of merchandising and stock control will consider proposition to manage 
or merchandise hardware business that has need of a man who is trained 
and can prcduce profitable results. He is a salesman who can enthuse 
the salesforce and teach them to cooperate and sell goods. Familiar with 
merchandise sold in hardware, housefurnishing, paint, electric appliance 
and similar stores. Competent to plan and carry out sales and advertis- 
ing campaigns. He can put your buying on a basis where you can meet 
competition and make a profit. Energetic and in the best of health. 
Salary desired $4,500.00 and additional compensation if earned. 

If you are in need of a merchandising manager who understands present 
day competition in the hardware business and who can plan and execute 
to meet it at a profit I shall be glad to hear from you. Address Box 
1-372, care of Harpware Ace, New York. 





/ 

EXPERFENCED HARDWARE MAN has recently moved to Colorado 
and wants a position in or near Colorado in wholesale or retail hardware, 
capable of managing retail business, good worker and very reliable, can 
furnish 2664 reference. Available at once. Address Box I-382, care of 


Harpware Ace, New York. 





EXPERIENCED BUILDERS’ HARDWARE MAN familiar with plan 
and specification work with architects and contractors either on road for 
manufacturer or house position as manager and buyer. References fur- 
nished. Southern territory preferred. Address Box 1-380, care of Harp- 
WARE AGE, New York 





TRAVELING REPRESENTATIVE with 10 years’ personal acquaint- 
ance with buyers of leading jobbers and dealers in eastern states desires 
reputable manufacturer of general hardware. 


position as salesman for 
Address Box 1-378, care of Harpware AGE, 


Will consider any territory. 
New York. 





I HAVE SEVERED MY CONNECTION with Schlage Lock Co., 
whom I have represented in Cleveland and northern Ohio with fifteen 
vears’ experience in this territory. I am now open for position with manu- 
facturer of builders’ hardware or hardware specialties and tools. Address 
Box 1-251, care of Harpware Ace, 1362 Hanna Bldg., Cleveland, Ohio. 





BUIT.DERS’ HARDWARE SALESMAN. Twenty years’ experience, 
desires immediate connection. Thoroughly experienced in estimating from 
architects plans and specifications and familiar with the leading hardware 
manufacturers’ lines. Address I-376, care of Harpware AGE, New York. 





SALESMAN WITH 13 YEARS’ EXPERIENCE in selling genera! 
hardware in United States and Far East is open for a position as traveling 
representative for exporting house or hardware manufacturer. Address 
Box 1-379, care of Harpware Acre, New York. 
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Classified Opportunities 


SALES ACCOUNTS WANTED SALES REPRESENTATIVES WANTED 























Manufacturer with established reputation wants salesmen calling regu- 

SALES ORGANIZATION LOCATED IN larly on retail hardware dealers to handle highest quality sharpening stone 
assortment as side line on commission basis. Dealer makes 100% profit 

NEW YORK CITY on small investment. The kind of goods that sell readily and repeat. 

Liberal commission. Carry one small sample. Address Box I-383, care of 


desires additional tool and specialty lines of reputable Harpware Ace, New York. 
manufacturer to represent in metropolitan area and ex- . 











Warehouse facilities for large stock. Address Box qMANUFACTURER | OF BUILDERS’ HARDWARE bas opening for 

» efficient representation in several territories where trade has already been 
1-358, care of Hardware Age, New York. established. In replying state lines now carried, houses represented and 
exact territory covered. Write Box 1-270, care of HARDWARE Ace, New 





York. 








SALES ACCOUNTS AND DISTRIBUTION, EITHER OR BOTH RoALESMEN WANTED—Rope Salesmen wanted, 100% Pure Manila 
WANTED. Headquarters, Detroit, Michigan. Calling upon jobbers and 17c lb. basis. Fast selling side line. 5% commission. UNITED 
large retail hardware and department stores. Desires high grade lines for RE COMPANY, 62 South Street, New York City (Foot of Wall 
Michigan, would consider extending territory. Address Box I-377, care of a and East River). 

Harpware AcE, New York. 





HELP WANTED—Salesman calling on the Retail Hardware and Paint 
Stores to sell Rich Ladders as a side line on commission basis. RICH 


SALES REPRESENTATIVES WANTED PUMP & LADDER CO., 1300 Harrison Ave., Cincinnati, Ohio. 


HIGH GRADE SALESMAN, well acquainted with Hardware Trade to we poe ane yall mem a = Ee a pn al pln grams = he 
handle leading established line of Padlocks and Night Latches in New | represented. Address Box H-638, care of centnens 2 Acs, New York 
York State, Ohio, Pennsylvania and West Virginia territory on com- 
mission basis. The carrying of one or two kindred lines permitted. 

Tool line also offered in conjunction with above if desired. A good con- COMMISSION SALESMAN IN EACH STATE to call on retail hard- 
nection for a high grade salesman: no other considered. Address Box I-374, ware, hand tools, well known, advise territory covered and house repre- 
care of Harpware Acz, New York. sented. Address Box 1-375, care of Harpware Ace, New York. 























Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
‘Sales Representatives Wanted,’’ were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 
tuniti 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


“Classified Opportunities Section’’ 
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INDEX TO ADVERTISERS 































































THE ADVERTISERS INDEX 1s published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowances will be made for errors or failure to insert. 




















A Bluffton Slaw Cutter Co....... — | Corning Glass Works.......... 100 | Frantz Mfg. Co.............-- 
Reuse Ghee ‘Co... . 2 ee | Bommer Spring Hinge Co..... — | Cortland Grinding Wheels Corp. — | Frederick Co. .............-.- 
ine MN Teet -& Citot | Bosley es ee avieds cae’ — | Crescent Week Ceicns cares + «eal — | Freed-Eisemann Radio Cerp.... 
ey out dee wee — 1 Boston Varuisl Co:: >... 006.6% - | Cronk & Carrier Mfg. Co....... — | French Battery Co..........06. 
Addison-Leslie Co. . + elon Boston Woven Hose & Rubber Crosman Arms Co........ Pe 
Aero Model Co ; ‘ ee ¥en iat | Crown Cork & Seal Co...... 102 G 
Alabastine Co — | Boucher Mfg. Co. H. E..... ~ | Cyclone Fence Co Gates Rubber Co., The 
abas . . “+ | yclon “e De exes -- ¥ s 0., EMC.......-.- 
Alexander Hamilton Institute.. — | Bowen Products Co........ : a ontven Wirt Ce... <o<s<os03 40 
: ce ie. i 2 al GS . SCAR rene — , re 
Alliance Mfg. Co..... , — | Brach Mfg. Co, I } D General Business Research Cerp. 
Allith-Prouty Co 93 ee Big. CO.. a0. +254 5%% ‘ | Daisy Mfg. Co................ 40] General Fireproofing Ce........ 97 
‘ Sreche nwa hao 18 — 
Altorfer Bros. Co.............. — | Brecher, — : | Day-Fan Elec. Co.......... : — | General Wheelbarrow Ce....... 
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LINE”’ 
ere ee STRENGTH 
of Crucible 
Tool Steel a Strength 


“Green Line” Box Hook 
strength is more than 
a match for any man. 
Let the most powerful 
freight. handler tear 
into the heaviest work 
with this hook—he can’t 
bend it or budge the 
handle. 





Hook is extra strong crucible 
tool steel. Handle steel-anchor- 
ed to shank—see its husky steel 
core rod. Made to last a lifetime. 












“Green Line” Tools 
The best Drills, 
Punches, Box Hooks, 
Screw Drivers, Cold 
Chisels and many others. 
Write for Complete 
Catalog. 


THE KILBORN & BISHOP CO. 
196 Chapel Street, New Haven, Conn. 











Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8. Pat. Office 
















REFIL LSi 
1.) D 19 Assort- 
fa) ment: Packed 
¥ gross sets: 


DOMES of SILENCE 


are Nationally Advertised 


Being nationally advertised and well known 
makes them quick sellers. You’re sure of a 
good profit also. 


Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 


If your Jobber cannot sup- 
ply you—write us direct. 





We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, ete. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 































The box that 
holds trade be- 
cause of Honest 
Quality Inside. 






Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 


You can also be sure that each customer will 
continue his patronage. Not only because 
he will appreciate the full weight, and 
honest quality, but because at no time will 
any single Atlas tack give him cause for 
unfavorable comment or reflection. 


When customers buy Atlas tacks, they re- 
member where they got them. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 














Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
= in the United States. 

lanufacturers’ Agents in United States, Canada and 

Foreign Countries. 

Automobile Accessories em. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

ep! Goods Distributors. 

il Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts J 8. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
og in economic direct-by-mail promotion work and also «4 

ipful guide for salesmen’s calls. Every manufacturer’s eales 
manager should have one on his desk, and every salesman could 
profitably carry a copy in his grip. Since the previous issue was 
published there have been more than 10,000 additions and cor- 
rections, and these all appear in the current edition. 


Hardware Wholesalers and Manufacturers’ Agents find Verified Lhst 
of great value in “‘checking’’ their prospect records. 


It really is 16 directories in one. 
Published annually, $15.00 postpaid 





ADDRESSING, MULTIGRAPHING, ETC. We have facili- 

ties for addressing envelopes, cards and broadsides from 
our list; and for multi hing and filling-ia form letters. 
rices quoted upon application. 











Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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HODELL 




















CLEVELAND 












\ COMPLETE chain been building chains....Old in 


line—coilchain, experience — new in merchan- 





sash chain, pump dising ideas.... 






chain, halter chains, 





The latest Hodell improvement 






tie-out chains, cow 






is in shipping on all-steel 


: . Nodelt. 
ties, dog chains and . : : ont ts | 
pe indestructible reels with j #2 | 





leads, kennel chains, porch 





steel axes. 





swing, and hammock chains, 
tire chains—with Hodell quality 





Hodell shipping cases 





also are convertible into 





throughout. That’s one mighty 





good reason you should stock display merchandisers 


and handle the Hodell line. (S¢¢ illustration). 
Write for complete informa- | 


For forty -three years we have tion on the Hodell chain line. 


“TS SHAR) PRODUCTS £9 


COOPER AVE. AND PENNA. R.R. « CLEVELAND, OHIO 
Established 1886 
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SUPREME 


GRAND SLAMS Among Sluggers 


HE modern trend in golf clubs demands increased 

playability and increased attractiveness. Both these 
features are emphasized in Grand Slam matched sets. 
Grand Slam woods are offered in five matched sets for 
men and one matched set for women. Grand Slam irons 
are offered in four groups of matched sets. 

The clubs are matched not only in design, color, weight, 
and length, but also in balance and resiliency of shafts. 
The sets are numbered, registered, and indexed so that 
ordering is very simple. 

A player may buy a complete matched set of clubs or 
may buy any number he prefers to start with, adding 
other clubs in the same series at any time desired. An im- 
portant feature of this new policy is that it permits a deal- 
er to carry an open stock of matched and indexed clubs. 


UPREMACY is built in the very graining and season- 

ing and turning of the wood that makes Louisville 
Slugger Bats. It’s no mere accident that great baseball 
players of all times have placed their reliance in just 
one bat. Fifty years of timber wisdom, fifty years of 
manufacturing experience, fifty years of studying the 
needs of the professionals have created a standard that 
makes Louisville Sluggers the favorite of professional, 
college, sandlot, and all groups and classes of players— 
that extends their use and their reputation to every 
part of the world. 

Dealers will find it advantageous to stock Louisville 
Slugger Bats along with Grand Slam Golf Clubs. Each 
helps to sell the other. Write for catalogs and descrip- 
tive literature. 


HILLERICH & BRADSBY CO., Incorporated, MANUFACTURERS, LOUISVILLE, KENTUCKY 
PHIL B. BEKEART CO., Pacific Coast Representatives, 717 Market Street, SAN FRANCISCO, CALIFORNIA 


GRAND SLAM Louisville Slugger 


GOLF CLUBS 





BATS 














